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2. 
INTRODUCTION 
Gaod advertising aims to inform the consumer and 
help him to buy more intelligently. 
Good advertising tells the truth, avoiding mis-
statement of facts as well as possible deception through 
implication or omission. It makes no claims which cannot 
be met in full and without further qualification. It uses 
testimonials of competent witnesses. 
Good advertising recognizes both its economic re-
sponsibility to help reduce distribution costs, and its 
social responsibility in serving the public interest. 
Much advertising fails to meet these standards. 
Some critics advance the theory that the trend toward poor 
advertising is, in some way, related to the well-publicized 
deterioration of moral responsibilities. If such is the 
case, then the cigarette industry must be considered one of 
the chief contributors to this constantly worsening condition. 
Cigarette advertising has done much to destroy the 
credibility of all advertising. Its techniques and approaches 
insult normal intelligence. The constant repetition of ri-
diculous and unqualified testimonials, meaningless superla-
tives, useless tests and comparisons, and absurd claims, med-
ical and otherwise, indelibly stamp cigarette advertising as 
a chief offender of good taste and a chronic violator of pub-
lic trust. 
3. 
Criticism levelled at the tobacco industry is not 
something new. Subsequent chapters will illustrate the 
attempts by various individuals and organizations to force 
the industry to "clean house" over a long period of time. 
Despite the recurring censures of their practices, cigarette 
advertisers have continued to flaunt the public with their 
low standard sales promotion programs. The problem is es-
pecially serious today in the face of the current allegations 
that smoking definitely influences the development of cancer. 
In order to emphasize the importance of cigarette ad-
vertising, the writer has devoted the entire first chapter 
to a practical, graphic depiction of the background and role 
of this most controversial subject. 
Intensive, complete studies in the field are not eorn.mon. 
A review of the work done by others is earmarked by the fact 
that many people have made limited comments, each in a re-
stricted area or concerning a single incident or series of 
incidents. The Newington Foundation undertook a rather 
exhaustive study of the problem which will be discussed later. 
However, the major contributions to valuable criticism are 
in the form of "pot shots" t aken by many people from widely 
scattered quarters. 
In an attempt to fairly and accurately present the prob-
lem, the writer has contacted every cigarette manufacturer 
in the United States for their views and opinions concerning 
the attacks directed at them. Their statements constitute 
4· 
the rebuttal to the charges set forth by outstanding bus-
inessmen, organizations, publications, and the writer. 
Suggestions to remedy the abuses are followed by a general 
conclusion as outlined in the Table of Contents. As stated 
earlier, the cancer problem is of great importance and 
merits considerable attention throughout the Thesis. 
In reviewing this work, the reader should realize that 
there are cigarette manufacturers who are exempt from any 
guilt by reason of malfeasance, laxity, exaggeration, etc., 
in their advertising. The names of offenders are printed 
in many instances. However, there have been so many cases 
of bad advertising by so many companies that the industry, 
as a whole, has been saddled with a poor reputation. 
I. Cigarette Background 
A. Historical Points 
5. 
Smoking is a 400-year-old habit of our Western 
civilization and was first introduced when the Indians gave 
tobacco leaves to the Spaniards. Cigarettes, bearing re-
semblance to the form that we know today, did not appear on 
the scene for some time. Actually, they were invented in 
South America sometime around the middle of the 18th Century. 
Cigarettes fell heir to one very poor legacy. 
Practically from the very first, the use of tobacco was con-
sidered by many to be bad for health and to be immoral. 
Both King Charles II and King James I of England issued edicts 
against smoking. In Russia, at one time, smokers were pun-
ished by amputation of the nosei 
Even in The United States, cigarettes faced a tre-
mendous battle to gain popular acceptance. Forty years ago 
cigarettes were still considered somewhat sissyish for men 
and unequivocally immoral for women! Cigars had enjoyed 
more success and as late as 1920 were competing with cigar-
ettes in a very close race for the smoker's dollar. 
From the bottom of the last depression to the year 
1953, cigarette sales in America have nearly quadrupled. 
Such startling information points conclusively to the fact 
that cigarettes have come into their own at a comparatively 
6. 
late date. The following graph should further emphasize 
the phenomenal increase in cigarette consumption in the 
United States. 
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"It is estimated that some 30% or so of the adult 
women in the country smoke, and that some 60% or more of 
the adult men are confirmed cigarette smokers. At the older 
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ages, the proportions of both men and women who smoke cig-
arettes are somewhat less, but as the present generations 
grow older the ratio of cigarette smokers to non-smokers 
among the old will almost certainly rise."* In other words, 
older people who never smoked cigarettes are dying off and 
being replaced by confirmed smokers. The birth rate and 
growing affinity of women for cigarettes lend further hope 
to manufacturers for increased consumption. 
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8. 
The chart shown on page 7 becomes more amazing 
when one stops to consider that the figures recorded are 
for each person in the United Sta tes--not each smoker! 
B. Why People Smoke 
Persons smoke cigarettes in order to demonstrate 
virility, energy, vigor, and potency, according to a new 
motivation study, TTCigarettes: Their Role and Functionn, 
completed for the Chicago Tribune by Social Research, Inc. * 
Projective tests, extensively used in psychiatry 
and clinical psychology to penetrate the private and un-
conscious levels of the mind, were used in making the study. 
In these tests a person is presented with an ambiguous 
situation to structure and interpret. In so doing, he un-
consciously reveals his own attitudes, his private concept 
of the physical and social environment, and how he tries to 
relate himself to these worlds. Modifications of three 
basic projective tests-- thematic apperception test, sentence 
completion test, and role-playing--figured in this explor-
ation of the basic motivations that prompt people to smoke 
cigarettes. 
P.sychological satisfaction in smoking was found 
to be sufficient to overcome health fears, to withstand 
moral censure, ridicule, or even the paradoxical weakness 
* 19, P. 94 
9. 
or being "enslaved" to a habit. In addition, the study 
disclosed, people smoke because they believe cigarettes re-
lieve tension, express sociability, are rewards for erfort 
and aids to poise, help anticipate stress, give sensory 
pleasure, are proof or daring, are signs of sophistication, 
help discharge energy, involve satisfying ritual, are "per-
sonal property~ and signify conrormity. 
Cigarette advertising is important, the research 
indicated, because it contributes to brand identification, 
because smokers want to think their brand is popular and 
much-advertised, and because it makes cigarettes "respect-
able" and thus reassuring, all of which figure in cigarette 
sales. 
The influence of an important person was found to 
be the one major, direct factor in fixing on a particular 
brand when starting to smoke or switching brands. In general, 
the study shows, the ordinary smoker is not moved toward 
shifting brands by emphasis on what cigarettes are made of, 
or how they are made, by what social leaders smoke, by 
sharply competitive advertisements, by marked health claims 
or threats, or by the promise of sheer non-specific pleasure. 
Although smokers might not be concerned with what 
their cigarettes are made of (according to the afore-
mentioned study) it is a most important element of this 
review of cigarette advertising--the subject matter must 
10. 
be defined and understood completely and the following 
drawing fulfills that end simply and effectively. 
C. Cigarette Composition 
WHAT ARE CIGARETTES MADE OF? * 
flue-cured 
burley 
Turkish 
, CIGARETTE PAPER 
FLAVORINGS 
M HONEY 
OIL Of CINNAMON ...... 
/( ;_ .... ~ TONKA 
~~ ~ 
HUMECTANT 
OILOF~INT 
.. ·-
LICORICE 
The drawipg shows the range of ingredients of domestic cigarettes. 
Not ·an ·are in all brands, but most contain : . tobacco and paper, 
of course, a humectant (moistener), . ~w~et~ners, and tra~es of 
·other flavorings ('.'casing' ' ·"in the trade). Popular brands ··are 45% 
to 75% flue·cured; iS% to 45% burley, 5o/o to 13% Turkish tobacco 
D. Manufacturers 
The three biggest companies in the industry today 
* 23, P. 60 
11. 
are still the same three which inherited the major share 
or the assets of the old tobacco trust back in 1911. The 
old American Tobacco Co. had been broken up by the govern-
ment in response to increasing public rear and concern over 
the dangers from big business. The Big Three divide approx-
imately 77% of the domestic cigarette market as follows: 
The American Tobacco Co. 32% 
R. J. Reynolds Tobacco Co. 27% 
Liggett & Myers Tobacco Co. 18% 
These companies produce many secondary brands and 
compete with themselves, therefore, in order to cover every 
segment of the very diverse American market. 
By the addition of Philip Morris & Co. Ltd., Inc. 
and P. Lorillard Co. the group would then account for ap-
proximately 93% of all cigarettes sold in this country!* 
"The growth of cigarette consumption itselr has 
been due largely to heavy advertising expenditure."** In 
1930, the Big Three spent roughly 46 million dollars on ad-
vertising while the entire industry spent approximately 66 
million dollars in 19521 Such a comparison shows or helps 
to show why this group or manufacturers claims lead~rship 
in the cigarette manuracturing industry! 
The following que~tions must be answered as we dis-
cuss the manufacturers: 
* 23, P. 63 
** 33, P. 80 
12. 
1. Who are the leading manufactuers? 
2. What cigarettes do they produce? 
3. How do they advertise their products? 
The answers can be found in the succeeding pages 
of this chapter. In studying the various advertising 
methods employed, the reader must refer to the code out-
lined below. 
Key to Media Used 
1. Newspapers, daily 
2. Magazines 
3. Painted boards 
4. Posters 
5. Car cards 
6. Trade papers 
7. Farm papers 
8. Foreign language 
newspapers 
9. Export publications 
10. Religious press 
11. Direct by mail 
12. Dealer helps 
13. Novelties 
14. Catalogs 
15. Theatre programs 
16. Circulars 
17. Radio broadcasting 
18. Window display 
19. Electric signs 
20. Exhibits 
21. Sampling 
22. Outdoor signs 
23. House organs 
24. Counter displays 
25. Industrial films 
26. Premiums 
27. Business Publications 
28. Newspapers, weekly 
29. Telephone directories 
30. Television 
31. Theatre screen 
Name of Company 
American Cigarette & Cigar Co. 
(Subsidiary of American 
Tobacco Co.) 
American Tobacco Co. 
Benson & Hedges 
Brown & Williamson 
Columbia Tobacco Co., Inc. 
Larus & Bro., Inc. 
Liggett & Myers Tobacco Co. 
P. Lori11ard Co. 
Philip Morris & Co. Ltd., Inc. 
R. J. Reynolds Tobacco Co. 
Cigarettes Manufactured 
Pall Mall 
Lucky Strike, Herbert Tar-
eyton 
Parliament, Virginia Rounds, 
Debs 
Kool, Raleigh, Wings, Life, 
Viceroy, Avalon 
Du.Maurier 
Holiday, Domino, Lords 
Chesterfield, Fatima, Spur, 
Piedmont, Cycle 
Old Gold, Embassy, Kent 
Philip Morris, English Ovals, 
Players, Marlboro, Spud, 
Du.nhi11 
Camels, Cavalier 
Media Used 
2-17-30 
1-2-6-12-17-18-24-
25-30 
1-2-6-12-13-14-15-
17-18-20-21-24~30 ' 
1-2-3-4-5-6-7-11-
12-13-14-17-18-19-
20-21-22-24-26-30 
1-2-17-18-21-24 
1-2-4-5-6-7-8-9-
12-15-16-17-18-20-
21-24-30 
1-2-4-5-6-7-8- 17-
18-19-21-22-24-30 
1-2-3-4-5-6-7-8-
17-18-19-21-22-
24-30 
1-2-17-18-24-26-
30 
1-2-3-4-5-6-7-9-
12-15-17-18-19-
22-24-30 
Name of Company 
Riggio Tobacco Corp. 
Stephano Brothers 
Sterling Tobacco Corp. 
U. s. Tobacco Co. 
Cigarettes Manufactured 
Regent King Size 
Rameses, Marvels, Five Star 
Fairfax 
Sano, Encore, Sheffield & 
Mapleton 
Media Used# 
30 
1-4-17 
1-11-17 
1-4-6-7-11-12-
17-18-.21-22-24-
28-30 
# Further information may be found in Standard Advertising Register, Number 6 
in Bibliography 
E. The Role of Advertising 
The reliance of the industry on its advertising 
is tremendous. Expert opinions serve to prove this state-
ment, i. e., " ••• They currently spend an estimated t66,000, 
000 yearly in advertising ••• "*; " ••• On another occasion the 
same publication (Printers' Ink) referred to 1 the one feat-
ure which has contributed more than any other single factor 
to the enormous growth of the cigarette industry--advertis-
ing.' "**, etc. Slogans and claims become common knowl-
edge as a result of the American public not being able to 
read a periodical, turn on the radio or television set, or 
go for an automobile ride without coming into contact with 
cigarette advertising. 
1. Glimpses of the Evolution of Cigarette Advertising 
The history of cigarette advertising has been most 
unusual and colorful. Modern advertising of the product 
differs greatly from the bygone days when cigarettes were 
called "coffin nails" and a leading brand increased its 
sales by including in each pack a photograph of a famous 
burlesque actress. Such techniques could hardly be condoned 
today although the same idea still exists in the form of 
premiums given with each pack of certain brands. 
* 37, P. 15 
** 7, Intro. 
16. 
Some of the highlights of cigarette advertising 
over the years are cited below.* 
In the 1897 era, one ingenious medicinal cigarette 
company caused to be inserted in some of the packages a 
slip of paper on which a young lady, in a round and femin-
ine hand, had written her name and address. The romantic 
male who replied was answered by the young lady in an in-
timate and cleverly constructed letter which hinted at the 
pleasure which would be given her by an answer mentioning 
the benefits of the cigarettes. It worked fine. 
During 1901 a tobacconist in New York discovered 
that the gift of a box of matches with each sale was a val-
uable advertisement. 
1913: American Tobacco Co. gave away a bar of 
candy with each package of Lucky Strike cigarettes. 
1914: "The Camels Are Coming"--teaser campaigns 
heralded a new cigarette's arrival. 
1915: A cigarette for women--Haidees. 
In 1926 the cigarette manufacturers tried to care-
fully sound out public reaction to the appearance of women 
in their advertising. The famous Chesterfield advertise-
ment showed a woman asking her escort to "Blow Some My 
Way". 
1926 also saw the introduction of Old Gold cigar-
* 5; p. 1-800 . 
17. 
ettes and the endorsement of Melachrino cigarettes by Jagat 
Jit Singh, Maharaja de Kapurthala, and others of nobility. 
Old Gold helped set the comic-strip advertisement 
pattern in 1928 with its "Not A Cough in A Carload" cam-
paign. 
As early as 1919 Murad and Helmar advertisements 
showed women smoking, but the women, despite distinct Cau-
casian features, were discreetly garbed in Oriental costumes 
and thereby not identified with the American market. 
In 1937 2,000,000 people bought $12,000,000 worth 
of cigarettes to compete for $200,000 in prizes in an Old 
Gold contest. 
An intensive, all-inclusive coverage of cigarette 
advertising history would well be a study of its own, but 
the incidents cited indicate the turbulant, dynamic nature 
of our subject. 
The importance of advertising in this field has 
been discussed previously but becomes more emphatic when the 
policy of Philip Morris is examined. This company spends 
more for advertising per cigarette sold than The Big Three. 
It feels that it is a first principle of survival and growth 
in the rough tobacco competition.* Cigarettes are today 
probably among the most widely distributed manufactured 
products in the country which further reflects the results 
* 22, P. 72 
18. 
of advertising. 
F. Cigarette Sale~ 
In order to fully understand the picture of "Who's 
Who" in the industry, it is necessary to break down the 
cigarette consumption figures into particular brands. By 
so doing, a more comprehensive understanding of brand im-
portance, advertising expenditures, and nature of competit-
ion is achieved. 
The cigarette industry is possibly one of the most 
fiercely competitive in the United States and manufacturers 
guard production and sales figures as jealously as our gov-
ernment guards its A-bomb secrets. Fortunately, statistics 
have been published and are set forth here as part of the 
study. Figures for 1952 have been included for purposes of 
comparison with those of 1953 in order to illustrate the 
changes taking place as a result of health worries by the 
public along with changes resulting from new taste and style 
desires and other influencing factors. 
Domestic Cigarette Sales 
1952-1953* 
as Reported by Business Week, Based on Estimates by Walter E. 
Brands 
REGULAR SIZE 
Camel 
Lucky Strike 
Chesterfield 
* 16, P. 41 
Knight, Louisville Chamber of Commerce 
Copyright by Business Week 
Sales in Billions % Change 
1952 1953 
104.5 
73.5 
57.0 
99.0 
65.0 
48.5 
- 5.3% 
-11.6 
-14.9 
Share of Market 
1952 1953 
26.5% 
18.6 
14-4 
25.6% 
16.8 
12.5 
19. 
Brands Sales in Billions % Change Share of ·Market 
1952 1953 1952 1953 
Philip Morris 36.5 28.0 -23.6 9.2 7.2 
Old Gold 23.5 19.5 -17.0 2.9 3.0 
Kool 11.5 11.5 0.0 2.9 3.0 
Raleigh 8.3 1.5* -80.0 
..b.l 0.4 
TOTAL 314.8 273.0 -13.3 79.7 70.5 
KING SIZE 
Pall Mall 42.5 48.0 12.9 10.8 12.4 
Herb·• Tareytp.n :J.?. 5 14.0 12.0 3.2 3.6 
Chesterfield 11.0 13.5 18.2 2.8 3.5 
Philip Morris .... 7.0** • • • • . ... 1.8 
Raleigh . ~ .. 6.0 . . . . . .... 1.6 
Old Gold . . . . 3.5*** • • • • .... .9 
Cavalier 1.5 2.5 66.7 
·4 .6 
Fatima 2.0 2.0 o.o .5 .5 
Dunhill 1.0 1.5 50.0 .3 
·4 
Embassy .7 1.0 42.9 .2 .3 
Regent .8 .5 -37.5 .1 .1 
Wings .7 .5 -28.6 .1 .1 
Marvel ~ ~ -16.7 _4 .1 
TOTAL 73.3 100.5 37.1 18.5 25.9 
FILTER TIP 
Viceroy 2.7 6.0 122.2 .7 1.5 
* Went to King Size exclusively April 1, 1953 
** Introduced King Size January 1, 1953 
*** Introduced King Size April 6, 1953 
20. 
Brands Sales in Billions % Change Share of Market 
1952 1953 1952 1953 
Parliament 1.9 3.0 57.9 .5 .8 
Kent .7* 3.0 328.6 .2 .8 
L &M ~ ~** . . . . ..!...!...!.... ~ 
TOTAL 5.3 12.3 132.1 1.4 3.2 
All Other 1.5 1.2 -33.4 .4 .3 
TOTAL 100.0 100.0 
Tax Paid 394-9 387.0 -2.0 
Tax Free 42.9_ 38.0 -11.4 
GRAND TOTAL 437.8 425.0 
* Comparison a bit incomplete because of full year of 1953 
compared with 9 months of 1952 for a completely new brand. 
** Introduced in October, 1953. 
CHAPTER II 
The Indictment 
21. 
"Can it be that at last the cigarette industry is 
beginning to pay the penalty for its advertising sins? 
For years those who have urged a reform in the 
high, wide and handsome claims and counter-claims of the 
cigarette advertisers have been met with the familiar prag-
matic reply, 'Yes, but it pays.' The pragmatists seemed to 
have the figures on their side. In spite of continued crit-
icism and complaints from consumers, cigarette sales grew. 
But for the last few months things haven't been so 
rosy. The Department of Agriculture talks of a decline in 
cigarette sales this year for the first time in 20 years.# 
The American Medical Association has finally risen in revolt 
against the use of phony doctors in advertising and has ban-
ned all cigarette advertising from its own publications. 
The Better Business Bureaus are intensifying their war on 
the more flagrant advertising practices of the industry. 
The language that the cigarette advertisers under-
stand best is the tinkle of nickels and dimes dropping in 
the cash register. If that tinkle grows softer and less 
frequent, perhaps the pocketbook may accomplish reforms that 
ethical scruples never could. 
Insiders in the industry continue to adopt a 'Who, 
me?' attitude when faced by criticism. They also profess 
# See P. 20 
22. 
an optimism about the future. 
But if they are the hard-headed businessmen they 
have always claimed to be, maybe now is a good time for them 
to sit down and take a long, cold, objective look at both 
the past and the future. Perhaps an industry that has so 
habitually and so generally engaged in advertising shenan-
igans can't ever get back to some kind of sensible reality. 
It would be interesting if it tried."* 
This editorial is reproduced in full because of its 
straightforward, frank appraisal of cigarette advertising. 
The points brought out could well be included in a summary 
but they emphasize the need for changes in this field so 
effectively that they serve as an excellent introduction 
to the indictment against cigarette advertising. 
A. Testimonials 
"Guard Against Throat Scratch," says the well-
groomed young television announcer between puffs on his Pall 
Mall cigarette. 
Phony doctors, wearing their white coats, actually 
advocate cigarette addiction in advertisement after adver-
tisement! 
Glamorous figures of the stage and screen--even 
opera singers prone to suffer from throat tumors or "smoker's 
larynx" are made to puff, inhale, and just love that cigar-
.ette, and to entice their impressionable followings. Sports 
* 33, P. 122 
23. 
heroes--usually non-smokers for reasons of physical fitness 
spew out their exaggerated claims. 
A recent Liggett & Myers advertisement contained 
the following quote from Maurice Evans, famous stage star 
and Shakespearean actor, "L & M Filters are Just What The 
Doctor Ordered ••• " 
Vaughn Monroe, famous singing star tells us, "I've 
smoked Camels for 21 years. They've always tasted best, al-
ways seemed mildest. I think Camels give any smoker more 
pleasure. Why not try 'em?" 
Famous Metropolitan Opera Star, Dorothy Kirsten, 
says, n ••• And if I hadn't decided to try Camels for a change, 
I'd have missed out on the tops in smoking pleasure." 
Many years ago a humorous testimonial quoted Napol-
eon as saying, "Always before a famous battle I calm my 
nerves with a Marlboro." Undoubtedly, more recent heroes 
could not be persuaded to permit the use of their names for 
similar gems of testimony. 
Additional space will not be used for the purpose 
of listing quotations of famous celebrities who endorse one 
brand or another. The complete coverage would require a 
tremendous amount of space. It has been stated that the 
public places a great deal of faith in the remarks of famous 
people when it comes to their personal preferences (alleged) 
for popular items and the cigarette advertisements, through 
the use of these testimonials, have increased s ales but 
24. 
undermined the integrity of advertising, in general. 
B. Health Claims 
The health theme in advertising is the one that 
has caused most of the action with the Federal Trade Com-
mission and has brought the industry much criticism. This 
particular aspect of the indictment is so involved that 
only part of the picture will be set forth in this chapter. 
Separate chapters will be devoted to the cancer and nico-
tine discussion in view of its increasing importance in re-
lation to advertising claims. 
Since the 1920's, cigarette manufacturers have re-
sorted to a bombastic form of advertising. It has been true 
for many years that companies have held competitive claims 
up in contempt. Many place the blame for starting fantastic 
claims on Lucky Strike when they first advertised testimony 
of "scores of doctors to the effect that the Lucky 'Toasting' 
process made Luckies easier on the larynx." 
It wasn't too much longer before warfare between 
the candy industry and the cigarette industry broke out. 
The now famous "Reach for a Lucky Instead of a Sweet" cam-
paign started it off. One testimonial from a famous general 
stated that cigarettes made our boys fit while candy made 
them unfit for battle activity. After much feuding between 
the two factions, Old Gold jumped in with, "Eat a chocolate, 
light an Old Gold, and enjoy both!" 
n tSteady Your Nerves', the basis for a new copy 
25. 
angle by Tareyton finds its expression in a so-called in-
vestigation recently conducted by the Union Tobacco Com-
pany in which thousands of Tareyton smokers were accosted 
in the act of purchasing their favorite brand, and politely 
asked their reasons for making that particular selection. 
We are told that the smoker's work was of a character de-
manding steady nerves and quick decisions, and that he or 
she had found that Herbert Tareytons are soothing and help-
ful; also that one could smoke as many of them as desired 
without any noticeable bad effect upon nerve reactions."* 
Health and the effect of smoking has been a subject 
of much writing, and among the earliest campaigners against 
tobacco were many famous personalities. A sample of some 
statements follows:** 
Connie Mack, world famous baseball figure ••• "No boy 
or man can expect to succeed in this world to a high posit-
ion and continue the use of cigarettes." 
Hudson Maxim, inventor of high explosives for use 
in battleship guns and torpedoes and for various other pur-
poses ••• "The wreath of cigarette smoke which curls about the 
head of the growing lad holds his brain in an iron grip 
which prevents it from growing and his mind from developing 
just as surely as the iron shoe does the foot of the Chinese 
girl ••• " 
Henry Ford ••• "Every young man should aspire to take 
* 4, P. 56 
** 2, P. 25, 26 
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advantage of the opportunity which at some time during his 
life beckons him and he should be ready with the freshness 
of youth and not enveloped in the fumes of an offensive 
and injurious cigarette." 
The complete contents of a letter from Thomas A. 
Edison to Henry Ford:* 
"Cable Address 'Edison, New York' 
Friend Ford 
From the Laboratory of Thomas A. Edison 
Orange, N. J. April 26, 19l4 
The injurious agent in cigarettes comes 
principally from the burning paper wrapper. 
The substance thereby formed is called 
"Acrolein." 
It has a violent action on the nerve centers, 
producing degeneration of the cells of the 
brain, which is quite rapid among boys. 
Unlike most narcotics this degeneration is 
permanent and uncontrollable. I employ no 
person who smokes cigarettes. 
Yours 
Thos. A. Edison" 
While it is true that the preceding material is 
not included under the scope of health claims, it is of such 
* 2, p. 18 
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importance to the subject as to warrant a place in which 
to a ccent the views held toward cigarettes as a negative 
influence on health. 
Many health claims made by the leaders in the in-
dustry have been extreme, misleading, incorrect, false, and 
completely lacking in scruples. 
At one time, R. J. Reynolds' made a statement to 
the effect that Camels were helpful for athletes who had to 
keep fit. 
Kools stated that they would give extra protection 
against colds. The Federal Trade Commission took action 
against both of these claims which resulted in their being 
discontinued. 
In general, the government has held that among the 
leading brands there is no meaningful difference in nicotine 
content or· in the other important chemicals in the smoke, 
and no significant difference in the physiological effect 
o:f smoking them. It has held that toba cco cannot be smoked 
without irritation to throat tissue. It has also objected 
to specific sta tements which it found to be untrue such as 
American Toba cco Company's former claim tha t, among inde-
pendent tobacco dealers, it was "Luckies t wo to one". 
For quite some time the various manufacturers have 
been referring to the "independent l abora tory". The labor-
a tory and the "medical specialist" may be independent in the 
s ense that t hey are not part of the adverti s er's organiza-
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:tto-n, but, they are usually paid by the company for their 
opinions or tests and may, therefore, be something less than 
completely free from bias. 
c. Federal Trade Commission 
The F. T. c. complaints against cigarette advertis-
ing are legion. These charges give mute testimony to the 
fact that the cigarette business has actually advertised 
away most public believability and trust. The whole business 
of medical-type ads probably started in earnest about 25 
years ago · when Old Gold first advertised "Not a Cough in a 
Carload" and "Science Picks the Best Cigarette". American 
Tobacco followed quickly with "Tests prove that other popu-
lar brands have an excess of acidity over Lucky Strike from 
53% to 100%. The internecine battle had started. 
By 1939 Luckies were advertised to contain 12% less 
nicotine and Camels were almost simultaneously saying they 
contained 28% less nicotine and even an inattentive public 
began to question such meaningless claims. Then Luckies be-
came "less irritating" than other brands, Pall Mall caused 
less finger stain and Philip Morris immodestly acclaimed 
itself as simply the most superior brand of all. By this 
time the F. T. C. was taking a hand but so ponderously that 
by the time it processed a complaint the offender was off on 
still another tack. 
Nothing deterred the cigarette makers until July, 
1942, when the Reader's Digest ran the first of three deva s-
• 
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tating articles on the cigarette business. The latest art-
icle* blasted advertising claims to splinters, but even 
then Old Gold managed to turn it to advantage because the 
story mentioned that Old Gold's contained less nicotine 
than other brands. Out of context, it looked great but the 
advertising never mentioned that the amount of less nicotine 
was exactly 1/177,000! 
The advertising continued along the same dangerous 
way as Philip Morris had "no cigarette hangover", Camels 
were "Safe in your T-zone", etc. The F. T. C. tried again, 
bringing action against Luckies, Camels, Old Gold, etc. 
Reader's Digest prodded the industry again with an 
article in 1950.** Advertisers started in all over again 
with their claims. Viceroys claimed that doctors said its 
brand was safer, etc. Today we see an announcer with three 
packages of cigarettes, saying, "Smoke Chesterfield, regular 
or king-size for no adverse effects on nose or throat; smoke 
Fatima, that extra mild cork-tip cigarette; smoke 1 & M with 
the most effective filter. 
Every member of a cigarette company's advertising 
staff should be made to realize that all cigarettes contain 
varying amounts of nicotine and throat irritants, and there 
is no reliable basis in fact for advertising claims that one 
brand is superior to another in these respects. 
* 34, P. 17 
** 34, P. 1-11 
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The Federal Trade Commission made findings to this 
effect as it issued cease and desist orders which prohibit 
false and misleading advertising of Camel and Old Gold cig-
arettes and other tobacco products. 
D. F. T. C. Action Qll Cigarettes* 
In finding that Camels and Old Golds--and the smoke 
from them--do not, as claimed, contain less nicotine than 
other leading brands, the Commission pointed out that "the 
nicotine content of the smoke of a cigarette is in direct 
proportion to the nicotine content of the tobacco contained 
in the cigarette itself." 
In view of this fact, it stated, the reason that 
the makers of Camels and Old Golds cannot truthfully claim a 
lower nicotine content is that the tobaccos used by the man-
ufacturers of all the leading cigarette brands contain "nic-
otine in substantially the same quantities and variations." 
Similar findings were made with respect to the 
amount of throat irritants, such as tars and resins, in the 
leading brands of cigarettes. 
The smoke from all the leading brands of cigarettes, 
the Commission said, must be judged in relation to the fact 
that "a majority of individuals in normal good health with 
normal healthy throats can smoke cigarettes in moderation ••• 
without causing pathological indications of throat irritat-
ion." It noted parenthetically that "moderation" is a 
* 45 
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criterion "which varies with the individual," and that "what 
is normal for one person may be excessive for another." 
In any event, it declared, medical witnesses were 
in agreement that cigarette smoke is an "irritant"--contain-
ing, as it does, the substances carbon dioxide, carbon mon-
oxide, nicotine, ammonia and various aldehydes, including 
formaldehyde, tars and formic acid. 
The Commission found that the smoke from all the 
leading brands of cigarettes contains all these irritating 
substances "in essentially the same quantities and degree." 
With further data to back up their findings the 
Commission condemned as deceptive the advertising claims that 
Old Golds or Camels contain less nicotine or throat irritants 
than other brands. 
Specifically, Lorillard is forbidden to represent 
that its Old Gold brand, or the smoke from these cigarettes, 
"contains less nicotine, or less tars and resins, or is less 
irritating to the throat than the cigarettes, or the smoke 
therefrom, of any of the other leading brands of cigarettes." 
The Reynolds firm is prohibited from claiming that 
its Camel brand, or the smoke from these cigarettes, "con-
tains less nicotine than do the cigarettes, or the smoke 
therefrom, of any of the four other largest selling brands 
of cigarettes," or that Camels, or the smoke therefrom "will 
never harm or irritate the throat." 
The Commission also banned, as false and misleading, 
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the following Camel claims: 
That smoking Camels encourages the flow of di-
gestive fluids, increases the alkalinity of the digestive 
tract or aids digestion in any respect; that their use re-
lieves fatigue, or creates, restores, renews, gives or re-
leases bodily energy; that their use does not affect or im-
pair the "wind" or physical condition of athletes ; that the 
smoke from Camels is soothing, restful or comforting to the 
nerves, or that it protects one against nerve strain; and that 
Camels never leave an after-taste. 
The Reynolds Company is further forbidden to repre-
sent that Camels differ in any of these respects from other 
leading brands of cigarettes, or to use any testimonials 
which contain any of the prohibited representations or which 
are not "factually true in all respects." 
The Commission said that advertisements claiming 
that Camels are either beneficial to, or not injurious to, a 
particular bodily system or some part of the body were de-
ceptive because of their general nature and because they 
were directed to all persons irrespective of their physical 
condition or the quantity of cigarettes smoked. 
Contrary to these representations, it said, "the 
record clearly shows that Camel cigarettes are physiolog-
ically injurious (1) when smoked to excess, and (2) where 
the smoker is diseased." 
Concerning claims that Camels aid digestion, the 
33. 
Commission asserted that "the only physiological effect 
cigarette smoking can have upon digestion, if it has any at 
all, is harmful." 
Commenting on "testimony tending to show that smok-
ing does in some circumstances have a psychological effect 
of relaxation and of producing some relief from tension," 
the Commission stated: "The record is clear, however, that 
in so far as any aid to digestion is concerned, these effects 
at best are only secondary and largely mental and merely tem-
porary, are present only when the smoker is accustomed to 
smoking and is in normal good health, with no existing pathol-
ogy of the gastro-intestinal tract, and that they do not in 
any respect impede or prevent the poisonous constituents in 
the smoke from producing their normal deleterious physio-
logical results." 
The Commission branded as "clearly false and decept-
ive" such claims as those asserting that "smoking Camel cigar-
ettes renews and restores bodily energy; creates and activ-
ates the extra energy needed." 
There is in tobacco smoke "no constituent which 
could possibly create energy," the Commission said, "and 
neither the respondent nor any of its witnesses seriously 
contend otherwise." 
Even if advertisements relating to bodily energy 
claimed only that smoking Camels has the effect of temporar-
ily releasing additional energy already present, as the Rey-
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nolds firm contended, the Commission said that "being gener-
al in nature and without limitation or qualification," they 
were misleading and erroneous." 
Another Camel claim condemned as false wa s to the 
effect that an athlete can smoke as many Camels as he likes 
without affecting or impairing his physical condition. 
"The record shows," said the Commission, "that for 
one to smoke as many cigarettes 1 as he likes' is to smoke to 
excess, and that smoking to excess, like eating or drinking 
to excess, is harmful not only to an athlete but to others as 
well." Smoking has an adverse effect upon the endurance and 
energy, the findings state, by causing an increase in pulse 
rate and a rise in blood pressure and by depriving the 
smoker of oxygen. 
"While ordinarily an individual suffers no disad-
vantage from a slight increase in pulse rate and a slight 
rise in blood pressure," the Commission said, "whenever there 
is unusual strain put upon the circulatory system, as in the 
stress of an athletic contest, the individual will very like-
ly become brea thless from exertion, even though he is only a 
moderate smoker." 
Representations that smoking Camels is always sooth-
ing to the nerves and protects one against becoming "jittery" 
were likewise found to be false in that the effect of smoking 
varies with the individual. While conceding that a cigarette 
addict might obtain "some temporary relaxation" as a result 
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of smoking the Commission pointed out that the effect of 
smoking even one cigarette would have the opposite effect 
on a person not accustomed to smoking, perhaps to the point 
of making him ill. 
The soothe-the-nerves theme also is contrary to the 
uncontradicted fact that "excessive smoking, regardless of 
the condition of the smoker's nerves, will not be soothing, 
comforting or restful," the Commission declared, adding: 
"In this respect there is no difference between the smoke 
from Camel cigarettes and the smoke from any of the other 
leading brands of cigarettes." 
As to testimonials published by The Reynolds Com-
pany, the findings point out that 43 Camel testimonialists 
were called as witnesses. Their testimony at the hearing 
"establishes conclusively," the Commission said, that with 
few, if any exceptions, quotations attributed to them in Cam-
el advertisements were "deceptive and misleading." 
"In the case of practically all," according to the 
findings, "it is apparent that the real motive inducing the 
signing of the testimonials was to obtain the consideration 
which they were to receive from the respondent for such tes-
timonials." 
In all the testimonials, the person "quoted" either 
stated categorically or necessarily implied that he or she 
was an exclusive Camel smoker. But on the witness stand, 
the findings show, some of them stated that they not only 
36. 
did not smoke Camels exclusively but that they did not smoke 
cigarettes of any kind. Others whose testimonials ·showed tbem 
favoring Camels over all other brands testified that they 
could tell no difference between Camels and any other brand. 
The findings continue: 
"Still others testified that the statements attrib-
uted to them were signed by them without even having been 
read, and that such statements did not represent the testi-
monialists' views or opinions. 
Some testified that they could not even read and 
that the contents of the testimonials were not read to them 
before they signed them." 
Accordingly, the Commission ruled that the allega- . 
tbns of the complaint as to the falsity of the testimonials 
used in promoting the sale of Camels were "fully sustained." 
In connection with Old Gold advertising, which is 
discussed earlier in this chapter, the Commission also found 
that the Lorillard corporation had misrepresented the contents 
of the Reader's Digest article entitled "Cigarette Ad Fact 
and Fiction." In advertising that tests referred to in the 
article showed Old Golds to be lowest in nicotine content 
and in throat-irritating tars and resins, the Lorillard firm 
omitted several significant facts," the Commission related. 
What the advertisements failed to reveal, according 
to the findings, was that the tests cited in the article 
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showed that the differences in amount and percentage of 
harmful substances in the tobacco and in the smoke of the 
cigarettes tested were insignificant and that the smoke from 
the Old Gold cigarettes tested was no less harmful than was 
the smoke from the six other brands of cigarettes tested. -
In the American Tobacco case the recommended de-
cision of Trial Examiner John L. Hornor proposes, meanwhile, 
that the company be prohibited from representing that Lucky 
Strike cigarettes contain less nicotine and are less irri-
tating to the throat than competing brands; that they are 
easy on the throat; or that they offer throat protection 
against irritation or coughing. The proposed order was also 
directed against claims that independent tobacco experts pre-
fer Luckies "2 to 1 11 and that the "toasting" process removes 
irritants and impurities to a physiologically significant 
degree. 
The order outlinedabove was effected and added sev-
eral points of interest in relation to Lucky Strike adver-
tising: 
As to the claim that independent tobacco experts 
prefer Luckies 2 to 1 over all other brands, the Commission 
ruled that a "survey of 2,210 persons classified by American 
as 'independent tobacco experts' did not provide any real 
basis for such a representation." Testimony of persons pur-
portedly interviewed by American's representatives in the 
"survey" revealed these facts: 
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"A number of persons classified by the respondent 
as independent tobacco experts had no connection whatsoever 
with the tobacco business. 
Of 440 of the 1,184 persons claimed by the r espond-
dent to be exclusive smokers of Lucky Strike cigarettes, 
approximately 50 did not smoke cigarettes at all. More 
than 100 of the 440 witnesses ••• did not smoke Lucky Strike 
cigarettes exclusively, and a number of t hem ••• smoked other 
brands exclusively. 
A number of such witnesses could not rec all ever 
having been interviewed by a representative of the respond-
ent. 
A number of the independent tobacco experts claimed 
by the respondent to be exclusive smokers of Lucky Strike 
cigarettes were the recipients of free cigarettes or sums 
of money from the respondent." 
Moreover, the Commission s aid, nany preference 
whi ch independent tobacco experts may have had for Lucky 
Strikes did not result from the knowledge tha t such inde-
pendent tobacco experts had as to the quality of the toba cco 
used by the respondent in the manufacture of Lucky Strike 
cigarettes." It found: 
The individuals designated by American Tobacco Co. 
as independent tobacco experts do not know the grade, quality, 
type, or prices of all the different other brands of ciga-
rettes, nor do they know the proportionate amounts of the dif-
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ferent grades or types of tobacco in sue~ cigarettes. The 
blend of tobaccos used by the respondent in the manufa cture 
of Lucky Strike cigarettes is a trade secret. 
American Tobacco Co. manufactures approxima tely 
200 different tobacco products, including 25 different 
brands of cigarettes. The tobacco required for these various 
products is purchased by American Suppliers, Inc., a sub-
sidiary of the respondent. This company also purcha ses the 
tobacco used by The American Cigar & Cigarette Co., manufac-
turer of Pall Mall. 
Tobacco is commonly sold by tobacco growers a t auc-
tion to the highest bidder. "Competitors of the respondent 
bid on and purchase the same types and grades of toba cco as 
are bid on and purchased for the respondent. Wnen a pile 
of toba cco is purcha sed by ft~erican Suppliers, Inc., the 
auctioneer--or any other independent toba cco expert--cannot 
tell whether such tobacco will be used by the respondent in 
the manufacture of Lucky Strike cigarettes ." 
Certain other allegations of the complaint, includ-
ing the charge of deception in the claim that Luckies are 
"toasted", were "not sustained by the evidence", the Com-
mission held. This could hardly be construed as a major 
victory for the cigarette manufacturer! 
In 1953 Philip Morris joined the parade of outstand-
ing offenders. The Federal Trade Commission stated that rep-
resentation in advertising that Philip Morris cigarettes (1) 
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are non-irritating, (2) are less irritating than other 
leading cigarettes or (3) will not affect the smoker's 
breath or leave an after-taste, must be discontinued under 
a cease and desist order. 
The respondent was also ordered to cease from rep-
resenting directly or by implication: 
1. That the irritation caused by smoking other 
leading brands of cigarettes is of longer duration than that 
caused by smoking Philip Morris cigarettes. 
2. That the use of diethylene glycol as a humectant 
in cigarettes renders, or significantly contributes to ren-
dering, the smoke of the cigarettes less irritating to the 
upper respiratory tract than the smoke from cigarettes in 
which glycerine is used as a humectant. 
3. That the use of Philip Morris cigarettes protects 
the smoker against smoker's coughs, the effects of inhaling 
or throat irritation due from inhaling. 
4· Misrepresenting the reasons for which any study, 
survey, experiment, test or the like was made. 
Injunction proceedings against Liggett and Myers 
seeking to enjoin the dissemination of allegedly false and 
misleading advertising of Chesterfield cigarettes has been 
appealed by the Commission to the Circuit Court of Appeals. 
The injunction is sought by the Commission pending the issu-
ance of its complaint charging the company with the dissem-
ination of false advertising in violation of Section 5 and 
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Section 12 of the Federal Commission Act. Detailed infor-
mation can be obtained from the Commission. 
Chesterfield claims contained purported proof by 
a "medical specialist" that the "Nose, Throa t and Accessory 
Organs" are not affected by smoking Chesterfields. The Nat-
ional Better Business Bureau has exposed such claims as a 
"particularly flagrant disregard of the public interest."* 
E. Newington Foundation Case 
Ranking beside previously mentioned incidents as 
being gross misrepresentation is Chesterfield's activity using 
the Newington Foundation as the scapegoat. 
On the night of May 30, 1951, the announcer on the 
Perry Commo television show read the following telegram as 
a part of a Chesterfield commercial: 
"A panel of five, all members of the faculty of The 
College of Liberal Arts of the University of New Hampshire, 
has just completed its 1951 survey and appraisal of cigar-
ette advertising. The advertising copy of five leading cig-
arettes was subjected to scrutiny and study. You will be 
pleased to know that only Chesterfield advertising was judged 
entirely free from misleading statements or false claims. 
This is the unanimous opinion of the panel. The honesty of 
your advertising is indicative of the honesty of your product. 
* 44 
** 9 
W. Keith Simpson, Director 
Newington Foundation"** 
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Arthur Godfrey also used the telegram as a commer-
cial on his May 30th Chesterfield program. Apparently con-
fused himself as to the source of the telegram, Mr. Godfrey 
gave the signature on this occasion as: 
"(Signed) Newington Foundation 
W. Keith Simpson, Director of The College of Liber-
al Arts of The University of New Hampshire." 
Other popular Chesterfield entertainers, such as 
Martin Block, Bing Crosby, and Bob Hope repeated this mes-
sage in whole or in part as an integral part of Chesterfield 
commercials for some weeks. 
The variations given to the telegram in some of 
these commercials made its message even more far-sweeping and 
convincing. For example, Arthur Godfrey gave a liberal ver- . 
~ion of the telegram on June 13th, as follows: 
" ••• Remember, we got a very nice compliment a week 
or so ago from the faculty of the New Hampshire University, 
I believe, who got together and did a little scrutinizing and 
studying of cigarette advertising and they sent us a wire, 
which I read to you, which made us feel very proud. We're 
the only ones that never gave you any misleading or false 
statements about our smokes." 
Godfrey continued to refer to the telegram in sev-
eral succeeding broadcasts. The Newington Foundation tele-
gram was used repeatedly by Liggett & Myers Tobacco Co. to 
picture itself in the public mind as the only virtuous 
disciple of truth in cigarette advertising. 
1. Facts About the Newington Survey 
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According to the Better Business Bureau's investi-
gation, none of the panel members reported that "only Chester-
field advertising was judged entirely free of misleading 
claims", and that the " ••• honesty of your advertising is in-
dicative of the honesty of your product ••• " 
These statements, apparently the deductions of the 
Newington Foundation, were falsely attributed to the panel 
in Chesterfield commercials. 
A routine check-up on the survey by the Bureau es~ 
tablished that the survey afforded no "proof" of the truth 
or falsity of cigarette advertising claims. The five panel 
members did not make a fact-finding survey. They did not 
make a survey of all advertising including radio and televi-
soncommercials. None of the panel members was qualified by 
training or experience to pass upon the truth or falsity of 
cigarette claims of a technical nature, nor did they have the 
benefit of the necessary technical information upon which 
they might base an informed opinion on such claims. The panel 
members merely expressed their lay personal opinions about 
certain copy that was submitted to them and did not, and could 
not, under the circumstances, render a competent judgment as 
to the truth or falsity of the advertising claims they re-
viewed. 
Contrary to the statements made in Chesterfield com-
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mercials the following conclusions were determined: 
(1) W. Keith Simpson is neither "Director" nor 
otherwise affiliated with the College of Liberal Arts of the 
University of New Hampshire. 
(2) The panel did not study all advertising done by 
five leading brands. 
(3) The faculty of the University .of New Hampshire 
did not make the survey. 
(4) The panel of five did not send Liggett & Myers 
a telegram. 
(5) Neither the panel of five nor the faculty nor 
the telegram said that "of all those brands Chesterfield is 
the only one which has never made any false or misleading 
statements." 
This famous advertiser has proclaimed its devotion 
to truth in advertising and yet, had the company exercised 
its responsibil ity of verifying the accuracy of statements 
incorporated in its advertising before using them, it would 
have discovered tha t the statement made by the Newington 
Foundation in the telegram could not be reconci led with the 
reports rendered by the members of the panel. 
As to the embellishments which deceptively enlarged 
upon the significance of the telegram, it would appear that 
the advertiser who preaches that he always tells the truth 
is under obligation to practice it diligently. 
The National Better Business Bureau protested to 
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Cunningham & Walsh, the advertising agency handling televi-
sion copy for Chesterfield cigarettes, and still use of the 
data contained in the telegram continued. The chai rman of 
the panel disavowed the opinion attributed to it in the tel-
egram and he also revealed that the survey was not of a fact-
finding nature. Chesterfield discontinued reference to the 
survey only after the president of the University of New 
Hampshire had so demanded in his letter to the Newington 
Founda tion insisting that the advertising be withdrawn in 
its entirety. Such a deliberate, continuous conduct consti-
tutes a wilful, determined disregard of truth in advertising. 
Liggett & Myers Tobacco Co. ignored the Bureau's request that 
it publish a correction of their incorrect advertising. They 
then used illustrations in their advertising that showed a 
scientist discovering, with the aid of a high-powered micro-
scope, that Chesterfields leave no unpleasant after-taste. 
Two of their statements--
"Chesterfield is the only cigarette of all brands 
tested in which members of our taste panel found no unpleas-
ant after-taste. 
From a report of a well-kno~n research organiza-
tion." 
This type of advertising invites the gullible, care-
less and non-analytical readers to gain the impression that 
the "No Unpleasant After-Taste" claim has the stature of a 
finding based upon laboratory data secured through the use of 
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scientific instruments. Use of such advertising copy and 
illustration to show the procedures of a "taste panel" comes 
with poor grace from a firm which has so recently proclaimed 
its avoidance of deceptive practices in advertising while 
attributing such transgressions to others. 
To clarify any doubt as to what the Newington Foun-
dation is: it is an unincorporated, non-profit association 
organized in 1949. Located in Newington, New Hampshire, it 
is comprised of invited members entirely and is limited to 
those whose interests are allied with mass communication med-
ia. It does not solicit funds nor does it accept gifts or 
contributions from advertisers or advertising agencies. 
A self-description includes: "an association seek-
ing to encourage the more significant use of all mass com-
munication media." 
F. The Claims Continue 
Despite the F. T. C., extravagant claims continue 
although every now and then certain cigarette advertisers 
change their copy. 
Recently, in referring to health claims in cigaret~ 
advertisin~Old Golds advised: 
n ••• just forget all the medical mumbo-jumbo.", and 
"If you want a treat instead of a treatment ••• " 
Arthur Godfrey has asked: 
"What are you gonna believe about all this hooey you 
hear on the radio and television about cigarettes, huh?" 
47. 
The old standard bearer for cigarette advertising 
continues to be MILDNESSl 
Camels and Luckies--"mild" 
Chesterfields--"much milder" 
Dunhills--"far milder" 
Philip Morris--"tasty mildness" 
Pall Mall--"mildness you can measure" 
The progress in sales made by filter-tip and king-
size cigarettes is, to a large extent, the result of adver-
tising that offered protection from nicotine, tar, or some-
times simply "irritant" or "irritants". 
Viceroys--"The nicotine and tars trapped by the 
Viceroy filter cannot reach your throat or lungsl" 
Kent--"First time ever! Sensitive smokers get real 
health protection with new Kent ••• If you're sensitive to the 
nicotine and tars in tobacco ••• Kent's exclusive 'micronite 1 
filter removes up to 7 times more nicotine and tars than 
other leading filter cigarettes!" 
Pall Mall--"Guard against throat-scratch with Pall 
Malls." 
Dunhill--"Dunhill--because of its king size, its 
finer tobaccos and its natural filtering qualities--screens 
out irritants ••• " 
"Each cigarette ad tries to wrap the protective 
mantle of medical approval around its particular brand even 
while it implies all other brands are harmful."* This state-
* 38, P. 16 
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ment is very true as we digest: 
"New king-size Viceroy gives you double-barrelled 
health protection." 
"Only one cigarette ••• Philip Morris ••• is made with 
Di-GL •.• n 
"According to a nationwide survey: More doctors 
smoke Camels than any other cigarette." (This survey may be 
true because more people in general smoke Camels, which are 
at present and have been for some time the most popular brand.) 
"Now ••• lO months scientific evidence for Chester-
field." 
G. Summary of the Indictment 
Cigarette advertisers have centered their appeals 
about three main themes. 
(1) The snob appeal shows famous, rich, success-
ful, admired people using the particular brand of cigarette. 
Certain traits are .associated with the brand after it has 
been advertised so extensively as to make it an accepted 
social item. 
{2) Pleasure apparently results from the smoking 
of certain brands of cigarettes and the advertisers won't 
let the public think of anything to the contrary. 
(3) The health appeal is running rampant. One neg-
ative aspect of such advertising is that smokers are often 
aware that cigarette smoking may not be good for them and 
don't like to be reminded of it by advertisements. 
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The manufacturers continue to advertise their much 
criticized slogans and copy statements despite public resent-
ment and government action directed at restraint of such 
abuse. From all present indications the public will be ex-
posed to such advertising for an indefinite period. News-
papers and magazines still blare out news of "The cigarette 
that takes the FEAR out of smoking!" The case against the 
violators of a public trust has been presented. As in a 
court of law the accused is allowed the right of self-defense. 
A chapter is devoted to this end. However, because of the 
increased importance of the current health aspects associated 
with tobacco and cigarettes, in particular, the following 
chapter is concerned with a discussion of the outstanding 
data pertinent to health and cigarette smoking. It is so 
closely aligned with other charges against cigarettes that 
it might well be considered part of the indictment. 
CHAPTER III 
Cigarettes and Health 
A. Harmful Effects Attributed 
to Cigarette Smoking 
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It is with a great deal of difficulty that a lay 
member of society undertakes to write about health aspects 
of cigarette smoking. Reliance on the testimony of medical 
researchers is a necessity to present an accurate picture. 
Whenever health aspects are discussed, hostility from some 
quarter is certain to be aroused. Nevertheless, the subject 
must be considered in a factual, intelligent manner. 
Before the 1920's cigarettes did not hold an impor-
tant position in the tobacco industry. Principally, they 
were looked upon with disfavor on moral grounds alone or 
possibly because they seemed to be a symbol of careless, 
devil-may-care living or simply a fad or affectation. 
Times have changed and today cigarettes are regard-
ed as the most pernicious member of the tobacco industry. 
Among the myriad of charges levied against cigarettes are 
found: 
I 
Irritation of the respiratory tract 
Irrita tion of the eyes and tongue 
Interference with appetite 
Cause of bad breath 
CANCER of the lung 
Pollution of the atmosphere 
, 
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The case (medical) against smoking is carried to 
even greater extreme as many medical men claim tha t cigar-
ette smoking leads to ADDICTION! To be absolutely technical, 
cancer of the lung would be a result of addiction to smoking 
rather than a result of mere exposure to the practice with-
out prolonged use. As a result of cigarette addiction the 
following results are said to be effected: 
Interference with judgment 
Impairment of the intellect 
Depression of the emotions 
Inhibiting of sexual potency 
Injury to the heart and blood vessels 
B. Consideration of Facts and Conceptions 
Among the many opinions set forth on the subject are 
those of Thomas Edison.# His ideas on the importance of the 
paper in cigarette smoking have been debated endlessly al-
though the tendency seems to be that it does play a role of 
recognizable importance but is not a paramount issue when 
considering the health aspect. 
Arguments rage concerning the moisture content of 
tobacco. It has been determined that proper moisture content 
of the tobacco is important for a satisfactory smoke. Most 
companies use a moistening _agent, such as glycerine or dieth-
ylene glycol, in the manufacture and processing of their to-
bacco products. These substances have been absolved from 
# See P. 26 
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shouldering the blame for causing the various irritations 
heretofore cited. Tobacco smoke is invariably irritating, 
irrespective of the type of moistening agent applied. 
It has already been recognized that tobacco smoke, 
containing nicotine, of course, also contains such elements 
as carbon monoxide, ammonia and other volatile alkaline 
materials, acids, phenols, aldehydes, and several other sub-
stances containing or comprising tar. A considerable amount 
of carbon monoxide is inhaled by the heavy smoke.r. This re-
sults from the incomplete combustion of tobacco in his cigar-
ette, pipe, or cigar. This carbon monoxide combines readily 
with the hemoglobin of the red cells and the smoking of two 
packs could result in a saturation of as .much as 7% of the 
hemoglobin with carbon monoxide. Despite the fact that this 
phenomenon is recognized, it has not been determined that 
this degree of saturation is responsible for any of the toxic 
effects of heavy smoking. Little knowledge exists as to the 
pos·sible Jong-time effects of this amount of carbon monoxide 
being absorbed by the human body. With additional research 
being done in this field, even more serious charges against 
smoking of cigarettes may evolve! 
C. Nicotine 
Nicotine is deserving of a category all its own. 
Of all the components of tobacco, it is the most widely dis-
cussed and has been and will continue to be the cynosure for 
continuous research and debate. 
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The toxic effects of pure nicotine in specific 
doses are well known but there is a very considerable vari-
ance in opinions concerning the extent to which nicotine of 
tobacco smoke is harmful to health. 
"In a limited study recently made in the l aboratory 
of Applied Physiology of Yale University, Drs. Greenburg, 
Lester, and Haggard found the average nicotine content of the 
cigarettes they tested to be 17.2 milligrams per gram of dry 
tobacco. Since nicotine must be absorbed by the body in order 
to exercise any effect, the Yale doctors investigated, among 
other things, the effect of inhaling on the amount of nico-
tine absorption. They found that a very small amount is ab-
sorbed when a cigarette or cigar is smoked without inhaling 
(other studies have shown that if the smoker does not inhale, 
but does hold the smoke in his mouth even for a few seconds 
before expelling it, the nicotine absorption is much higher). 
But with inhalation, virtually all of the nicotine present in 
the smoke is retained by the body. In sum, they found that 
when cigarette smoke is inhaled, about two and a half milli-
grams of nicotine is retained in the body. Inhaling is much 
more common among cigarette smokers than among cigar and pipe 
smokers. ~~atever the reason, it is apparent that, in gen-
eral, for the same quantities of tobacco, inhaling cigarette 
smokers absorb considerably more nicotine than non-inhaling 
cigar and pipe smokers--or non-inhaling cigarette smokers."* 
* 23, P. 71 
54. 
We frequently read about the -"strength" of tobacco. 
Actually, the strength of tobacco is dependent upon volatile 
substances which, for the most part, are formed during the 
process of fermentation before the tobacco is dried. Nico-
tine content, allegedly, has no relation to the "strength" 
of the tobacco. 
1. Effects of Nicotine 
The effects of nicotine are, contrary to popular 
belief, very complex and involved. The drug acts on three 
main areas of the nervous system: (1) on all the ganglia of 
the autonomic nervous system; (2) on the junction between 
the nerves and the muscles; and (3) on the brain itself. At 
each of these sites, it first stimulates and then depresses 
function. Consequently, six possible types of reaction may 
go on at different times, producing involved, and at times, 
unpredictable effects. 
It has been pointed out in some articles that a few 
milligrams of nicotine applied to the skin can cause death. 
This drastic result is possible today in any laboratory or 
chemical plant where the drug is handled in its concentrated 
form. 
The first cigarette a person smokes almost always 
brings on acute toxic symptoms in the form of vomiting, 
nausea, headache, and dizziness. Scientists are currently 
trying to prove that most of these symptoms are caused by 
the nicotine. As a person continues to smoke, habituation 
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to the drug occurs. Chronic, heavy smokers can absorb and 
handle amounts of nicotine that would seriously poison a 
non-smoker. Since acute intoxication by nicotine is a rare 
accident, or a passing phase in the development of the smok-
ing habit, it is proper to turn to the effects of nicotine 
on the habitual smoker. 
(a) Effect on the Heart and Blood Vessels 
A tremendous amount of experimental research and 
clinical observation is currently being conducted in this 
field. At one time the opinions of experts concluded that 
smoking caused hardening of the arteries. Persons suffering 
from "angina pectoris" were forbidden to use tobacco. After 
more extensive research it has been shown that neither nico-
tine nor any other component of tobacco causes arterioscler-
osis. 
Smoking sometimes does cause palpitations, extra 
heart beats, or even paroxysms of rapid beating, but such 
symptoms occur without evidence of interference with the blood 
supply to the heart and probably reflect the influence of 
nicotine on the nervous and muscular irritability of the 
heart itself. Anyone sensitive to nicotine should refrain 
from smoking entirely, reduce the number of cigarettes smoked 
daily, or try cigarettes of low nicotine content. 
Persons with some form of organic heart disease 
(valvular disorders, coronary disease, etc.) should heed the 
advice of most heart specialists to the effect: 
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"Patients with any form of heart disease usually 
are advised to abstain from the use of tobacco; yet it has 
been our experience that over a period of years most of 
these individuals have smoked moderately without apparent 
harm. If one may judge by the amount of tobacco consumed, 
smoking affords a good deal of pleasure to a large number 
of persons; for many it provides emotional stability."* 
It should be noted that "moderate" has a different 
connotation for different people. Each individual should 
determine just what his tolerance for tobacco is. The ad-
vice of a physician is necessary. 
Dr. Robert L. Levy of Columbia, in his contribut-
ions to this nicotine study, points out that smoke from cig-
arette smoking causes very little change in the activity of 
the heart. His opinion is that the majority of patients 
with inactive forms of heart disease can smoke in moderation. 
Nicotine, because of its action in reducing blood 
flow through the vessels . of the extremities, is harmful to 
patients with Buerger's Disease or similar disorders of the 
blood vessels of the extremities. Because of the unusual 
sensitivity of such patients to nicotine, complete abstin-
ence from smoking is the single, most important requirement 
for successful treatment. 
A summary of the long-run effects of tobacco on 
* 23, P. 72 
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the heart would show varied medical opinions. The immediate 
effects of cigarette smoking upon the mechanism of the heart 
and upon the arteries and veins are easy to observe and 
measure. 
Smoking speeds the pulse by as much as 28 beats 
per minute. Of course, individuals vary and the same person 
varies at different times. THE AVERAGE INCREASE IN PULSE 
DUE TO SMOKING IS TEN . BEATS1* 
Smoking can produce arrhythmia, an irregular stop 
and jump of the heart which often thoroughly frightens its 
owner. The pulse of an unborn baby is raised when the 
mother smokes. Habitual smokers have a 50 percent higher 
incidence of palpitation of the heart than non-smokers. 
The blood pressure is raised markedly and quickly 
by smoking. If the blood pressure of a person is high, then 
tobacco will lift it even more sharply. Unlike the digest-
ive system, the blood pressure does not develop any toler-
ance for tobacco. Smoking, however, does not cause permanent 
high blood pressure. When the smoking stops, the pressure 
falls slowly back to normal. 
Smoking constricts the blood vessels, especially 
those of the feet and hands. The smaller the blood vessel 
the tighter it is constricted, and often smoking closes the 
tiny vessels under the fingernails entirely. As soon as one 
* 34, p. 5 
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starts a cigarette, the rate of blood flow in the hands de-
creases to less than half normal, and it stays down for about 
an hour. 
The effect of this constriction is curious. The 
temperature of hands and feet drops. Reports by the New York 
Post Graduate Hospital showed that practically all the sub-
jects who inhaled experienced a definite drop in surface 
temperature at the fingertips. The drop averaged 5.3 degrees 
but was frequently more than ten degrees and occasionally was 
as much as 15.5 degrees. 
Drinking and smoking at the same time is dangerous! 
Nicotine constricts the veins; alcohol dila tes them. When 
a person drinks and smokes at the same time his body is 
caught in a whirl on contradicting . reactions. One experiment 
performed by testing 65 subjects showed that nicotine was 
more potent than alcohol--the constricting effects of smok-
ing could not be prevented by alcohol. 
Buerger's Disease is characterized by the loss of 
circulation in hands and feet. Numbness in the extremities 
turns to gangrene in many cases. Studies of sufferers of 
this dreaded affliction have shown that the vast majority of 
patients have been smokers. One prescription for cure of 
the disease is that the patient stop smoking! 
The United States is aware of heart disease to a 
point where the populace is being inf'ormed of symptoms, etc. 
almost daily. No one has stated that smoking causes heart 
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disease but evidence shows that heart disease is more preva-
lent among smokers than among non-smokers. Some doctors 
have gone on record to the effect that smoking may intensify 
existing heart disease. 
"Angina pectoris" is another feared illness. In 
relation to smoking and contracting coronary disease, doctors 
have said that coronary disease develops before the seventh 
decade of a person's life more often in smokers than in non-
smokers. 
Statements made by famous members of the medical 
profession--famous for their work as heart specialists--
further enlighten us on this phase of tobacco and health:* 
Dr. Paul D. White of Boston: "Tobacco causes no 
actual heart disease, but may produce irregular pulse, pre-
cipitate or aggravate the angina pectoris of coronary heart 
disease." 
Dr. Robert Levy of New York: "Smoking does not in-
crease significantly the work of the heart. The more im-
portant cardiac conditions for which smoking should be pro-
hibited are congestive heart failure, acute stages of cardi-
ac infarction, active rheumatic carditis, and peripheral 
vascular disorder (disorders of the blood supply of hands 
and feet)." 
Dr. Edwin P. Maynard of Brooklyn: "In certain in-
* 34, P. 7 
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dividuals smoking is harmful to the heart. We do not know 
how to tell which patient should smoke and which should not." 
Dr. Samuel Levine of Harvard: "In former years I 
used to tell patients with angina pectoris or coronary 
artery disease to smoke not more than two cigars or eight 
cigarettes a day. Now I am more inclined to urge them to 
omit smoking entirely." 
These various opinions differ as to how much damage 
smoking does to the heart but all the doctors agree that it 
can damage sick hearts. 
(b) Effect on the Respiratory Tract 
It is an established, incontestable fact that all 
cigarette smoke is irritating, particularly to the mucous 
membrane of the respiratory tract, from the nose and throat 
down to the bronchi. Those persons who simply puff without 
inhaling will not tend to experience as much irritation t\s 
those who inhale deeply. The commonest symptom of irrita""-
tionof the respiratory tract from smoking is the chronic 
cough which is usually most apparent in the morning on aris-
ing. Even those who smoke only a few cigarettes a day may 
be subject to an annoying tickle or cough. 
Positive proof that a cough is caused by smoking 
cannot be ascertained until three steps have been t aken: 
(1) An X-ray examination of the lungs 
(2) A history and physical examination by a phy-
sician 
61. 
(3) Abstinence from smoking for a while, to find 
out whether this will lead to complete relief from the cough. 
There are varying degrees of hoarseness and voice 
fatigue which are symptoms of "smokers' larynx." Swelling, 
redness, and even thickening of the vocal chords are conse-
quences of prolonged, heavy smoking in some persons. 
Regarding the health claims of cigarettes, the 
United States Court of Appeals for the Seventh Circuit in 
affirming an F. T. C. order in 1951, issued an order that 
read in part: " ••• That in the process of smoking the body 
is also invaded by other constituent e.lements of a cigarette 
causing local irritation of the mouth, throat and lungs."* 
D. Nicotine and Tar Content Report 
There are other considerations that will be given 
coverage in the pages of this chapter. However, we have 
been examining the role of nicotine and what it does to 
smokers and a necessary component of such a study is to know 
facts about nicotine content of our best known brands. Con-
sumers Union has done valuable research and made its findings 
available to the public. The complete report concerning 
nicotine is as follows:** 
Recent estimates of cigarette consumption indicate 
that about 60% or more of the adult men and 30% of the adult 
women are confirmed cigarette smokers. Are all of these 
* 44 
** 2.3, P. 61-71 
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people risking serious injury? Medical reports on possible 
harmful effects of nicotine, tars, and other material in 
cigarette smoke make this question important. 
To help in a proper evaluation of the smoking 
question the actual amounts of nicotine and tar in the smoke 
of 27 leading brands of cigarettes were determined, and the 
literature on the harmful effects of smoking was reviewed. 
A brief summary is presented herewith. 
Several conclusions can be drawn from the data: 
(1) Nicotine content is influenced by the tobacco 
used. John Alden cigarettes, made with tobacco especially 
developed for low nicotine content, averaged only 0.4 milli-
grams of nicotine in the smoke of each cigarette, the least 
of any brand tested. Cigarettes made largely from Turkish 
tobacco (e. g., Murad and Melachrino) had somewhat less nic-
otine than the leading brands which are made largely from 
American tobaccos. 
(2) Tobacco itself is a fairly effective filter 
for nicotine and tar. The tests indicated that an equal 
length of tobacco in the butt of a cigarette filters out 
more nicotine than the usual cotton or paper filter tips. 
(3) The smoke of most filter tipped cigarettes 
actually contained about 20% more nicotine than the smoke 
of cigarettes without filter tips. (Kent, a filter tipped 
cigarette second only to John Alden in freedom from nicotine, 
-·;; 
was a notable exception.) 
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(4) The extra length of king-size brands does re-
duce the amount of nicotine the smoker takes in, but only 
if he leaves the extra length unsmoked. Smoked to a one-
inch butt, most king-size cigarettes gave about 20% more nic-
otine than the regular-size cigarettes. (Embassy, a king-
size cigarette that gives no more nicotine even when smoked 
to a one-inch butt, was the only exception noted.) 
(5) The most widely sold, regular-size cigarettes 
(Camel, Lucky Strike, Chesterfield, Philip Morris, Old Gold) 
are generally the same in nicotine and tar content. 
Nicotine & Tar in Cigarette Smoke* 
Brand Average milligrams per cigarette 
Nicotine Tar 
John Alden 12 
Kent 
Murad 
Sano (denicotinized) 
0.4 
1.0 
1.1 
1.2 
1.2 
1.6 
1.7 
7 
17 
10 
11 Yorkshire 
Melachrino 
Helmar 
Camel 
Philip Morris 
Old Gold 
Chesterfield 
Lucky Strike 
Embassy 
* 23, P. 68 
1.9 
1.9 
2.0 
2.0 
2.1 
2.1 
13 
16 
15 
14 
12 
11 
16 
14 
Brand Average milligrams per cigarette 
Nicotine Tar 
Marlboro 2.2 13 
Raleigh 2.2 13 
Kool 2.2 16 
du Maurier 2.3 14 
Wings 2.3 12 
Viceroy 2.4 13 
Fatima 2.4 14 
Chesterfield (king-size) 2.5 13 
Pall Mall 2.6 15 
Virginia Rounds 2.6 15 
Dunhill 2.7 17 
Parliament 2.7 12 
Craven A 2.8 15 
Cavalier 2.8 19 
Because of the variability between different cig-
arettes of the same brand and inherent short-comings of the 
test method, the differences in tar content between brands 
can be considered only approximate; a difference of a few 
milligrams is of no significance. 
The illustration on page 65 gives an idea as to 
the disposition of nicotine from the smoking of an ordinary 
cigarette. Once again, the figures are approximate but 
serve the purpose of depicting, in a somewhat general way, 
the path of nicotine as it travels through and away from a 
cigarette during the smoking process. 
,.,.·· ·· 
WHERE THE NICOTINE GOES ~f-
(Percentage figures are approximate} 
71% GOES INTO 
~ SIDE STREAM 
"'IIII SMOKE OR 
IS BURNED 
6% COLLECTS 
IN THE BUTT 
..... 
23% GOES INTO MAIN STREAM SMOKE TO SMOKER 
E. The Cancer Problem 
The medical director of the American Cancer Society, 
Dr. Charles S. Cameron, issued a statement several years ago 
when the cancer problem was starting to receive greater at-
tention, "For every expert who blames tobacco for the increase 
in cancer of the lung, there is another who says that tobacco 
is not the cause."** The American Cancer Society stated at 
that time that there was no answer generally accepted as 
scientifically valid. Today, however, we find so much work 
being done on the question that an accepted scientific con-
clusion seems likely to happen at any moment. 
The tremendous boom in the tobacco industry during 
the past thirty-odd years is a fabulous financial success 
story which has produced on business charts a sharp upward 
graph that is practically unparalleled--except by the zooming 
line in medical statistics which indicates the increase in 
cancer of the lung. 
* 23, P. 61 
** 34, P. 7 
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While people all over the world are smoking more 
every year in response to cigarette advertisements which 
scream out harmless qualities and even beneficial qualities 
of their own brands, medical research staffs now associate 
these same "mild" smokes with carcinoma of the lung, the 
top killer of men among all forms of cancer. 
"This year 20,000 men in the United States will die 
of lung cancer--and more than 90% of them will be heavy 
smokers."* 
Some of the most intensive study of the tobacco-
lung cancer relationship has been done at the famed Ochsner 
Clinic in New Orleans. Its director, Dr. Alton Ochsner, has 
observed the frightening idea of speculating on the possible 
bronchiogenic (lung) cancers that might develop as the re-
sult of the tremendous number of cigarettes consumed in the 
period from 1930 to present. Dr. Emerson Day of the Strang 
Clinic of Memorial Center for Cancer and Allied Diseases in 
New York adds his words to those of Dr. Ochsner: 
"If carcinoma (cancer) of the lung were an infect-
ious disease and increasing at its present rate it would be 
considered an epidemic. The best medical scientists all 
over the United States would be devoting mest of their time 
to that alone. (He added) It's rare to find cancer of the 
lung in someone who hasn't smoked."** 
* 27, P. 10 
** 27, P. 11 
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Tobacco has been eyed with suspicion for a long 
time as a possible factor in the cause of lung cancer, but 
it has been only recently that the allegations have been 
made with public exposure of the facts and scientific data. 
The long years of research produced very few articles on the 
subject although in 1932 a Dr. McNally wrote about the tar 
in cigarette smoke and its possible effects. Gradually, the 
investigations grew broader and researchers began to work 
with a larger number of patients in order to substantiate 
their fi~dings with an adequate sample. 
Reports from Germany by Dr. W. Hermann showed that 
87% of male patients with cancers of the larynx were heavy 
smokers. Many experts challenged the standing of the medical 
man named above and his methods for determining such a per-
centage. However, in 1948, the records of male patients at 
the Hines Veterans Administration Hospital were investigated 
and it was found that strong circumstantial evidence existed 
that cigarette smoking was an etiological factor in cancer 
of the respiratory tract. 
In the Laboratory of Experimental Medicine at the 
University of Cincinnati, Drs. Clarence A. Mills and Marjorie 
Mills Porter have found that more than 90% of cancer victims 
were smokers. 
It has been during the past few years that the 
focus has shifted from the influence of smoking on vascular 
68. 
disease to its possible relation to cancer of the lung. 
The hypothesis today being that heavy smoking is the villain 
gains heavy support from the rise in cancer's paralleling 
the increase in smoking. 
Experimental work with animals has not conclusively 
implicated tobacco as a cause of cancer of the lung, despite 
the fact that tars collected from tobacco smoke can produce 
cancer in some animals. Arsenic is also a well known car-
cinogenic agent, capable of causing cancer both in humans 
and experimental a~imals. In the United States tobacco leaves 
are sprayed heavily with lead arsenate to control insect in-
festation. Studies have proven that appreciable amounts of 
arsenic are present in cigarette tobacco. These studies 
have also shown that the smoke, when inhaled, can introduce 
an appreciable amount of arsenic into the respiratory tract 
over a period of years. 
The fact that arsenic is inhaled in tobacco smoke 
does not prove that arsenic causes cancer of the lung, nor 
even more important, that smoking causes cancer of the lung. 
More conclusive experimental and clinical data are needed 
but seem to be on the way. 
1. Typical Cancer Research Method 
One of the most publicized cancer research projects 
is that being done by Dr. Ernest 1. Wynder of the Memorial 
Cancer Center in New York and Dr. Evarts Graham of Washington 
University in St. Louis. These two men have done many in-
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vestigations on the association between lung cancer and 
smoking, and their methods are used by scientists throughout 
the world. 
Interviewers on their staffs, armed with eight-page 
questionnaires, interview all patients entering, for example, 
the head and neck clinic of Memorial Hospital, or perhaps 
the clinic for chest cases. The interviews are "blind" in 
that the researcher {interviewer) has no idea whether the 
patient is suffering from cancer, or, if so, what kind of 
cancer. They also interview "control" patients who in this 
study consist of those with diseases other than cancer. 
The questionnaires cover just about every conceiv-
able bit of data in a patient's personal history, from age, 
race, religion, and education to where the patient has lived, 
what he has been exposed to in his occupation or hobby, how 
many times he has been to a dentist, what he eats and drinks 
and the nature of the illnesses of every member of his fam-
ily. They also want to know if he smokes, chews or uses 
snuff. 
Everything about the patient is important to these 
interviewers and they must overlook nothing. Not knowing 
themselves what form of cancer the patient might have, they 
don't ask leading questions; and as far as they know the 
patient might not even have cancer. Careful questioning 
might reveal, as an exaggerated hypothetical example, that 
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87 men are traveling salesmen and 13 others are traveling 
salesmen whose hobby is diamond-cutting. Meanwhil~the 
doctors examine the patients and discover that 12 of the 13 
whose hobby is diamond-cutting have cancer of the larynx, 
while only one out of the remainder have the same disease. 
They immediately suspect that there is some relation be-
tween diamond-cutting and cancer of the larynx. They ex-
tend their investigation to include men whose regular occu-
pation is diamond-cutting and soon find that 97% of diamond-
cutters who are in hospitals a~ound the country ·have cancer 
of the larynx. The doctors still do not say th~t diamond 
dust causes cancer of the larynx--but they do delegate re-
search to find out what it is in diamond dust that seems to 
be an "etiological factor" in cancer. The doctors will then 
report on these findings and in carefully phrased sentences 
will reveal that "there is an association between diamond-
dust and cancer of the larynx" and will go no further than 
that. It is slightly different from the wording of the cig-
arette advertisements that offer "proof positive" and sim-
ilar claims! 
Drs. wynder and Graham used this method to seine 
out the lung cancer cases and relate them to smoking. They 
categorized the degrees to which men smoked by classifying 
light smokers a s men who smoked 1-9 cigarettes per day for 
t wenty years; modera tely heavy, 1-15 cigarettes; heavy, 16-
20 cigarettes; excessive 21-34, and chain, 35-plus cigarettes 
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each day for twenty years. 
When they finished they had learned that 96.5% of 
the lung cancer patients were moderately heavy to chain 
smokers, while only 2.4% of the cases involved non-smokers. 
The statistics broke down to show that 94% were cigarette 
smokers, 4% pipe smokers, and 3.5% cigar smokers--the fact 
that some men smoke both cigarettes and pipes or cigars 
accounted for the fact that there is a slight percentage 
overlap. These figures led the doctors to believe that 
inhalation was a factor in the increased incidence of lung 
cancer over the years, since before the 1920's cigarettes 
were not as popular as later. 
In all these investigations the doctors were care-
ful to safeguard their experiment by using "controls" which 
ma tched the lung cancer patients--that is, men of similar 
age, education, environment, occupation, etc. who did not 
have lung cancer. Thus they were able to compare a man who 
worked with insecticides and did have cancer and did smoke. 
Without the controls there might be confusion as to whether 
the insecticides or the smoking was. the factor in causing 
cancer. With these controls the doctors were able to estab-
lish a pattern which extended through thousands of ca ses all 
over the United S£ates and in subsequent investigations all 
over the world, and which clearly demonstrqted the associar 
tionbetween lung cancer and tobacco. 
The next step in this important work was to find out 
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what it was in tobacco that was the causative factor. Some 
scientists thought it might be the arsenic which is so prev-
alent in American and European cigarettes. This idea has 
since been discounted to some extent when it was found that 
in Turkey, where the cigarettes are low in arsenic content, 
the lung cancer death rate about equalled the rise in Europe 
and the United States. Study is being conducted to give sub-
stance to these conclusions. 
Research led the scientists next to suspect the 
croton t a r resins in tobacco. The tars were thougbtto be an 
"irritant," and "irritants" are etiological factors in some 
forms of cancer. The decision was made to create a machine 
that would draw the tars out of the tobacco smoke and condense 
them for experimentation. The result was the development of 
a smoking machine that has been pictured frequently in news-
papers and magazines throughout the country. 
One such weird-looking contraption is set up in a 
laboratory of the Washington University Medical School in 
St. Louis. It smokes 60 cigarettes at a time. At the rate 
of three two-second puffs a minute, the electrically driven 
air-pump inhales the smoke into a series of glass flasks 
which are cooled in tanks containing dry ice. A brown, 
sticky fluid condenses on the inner glass surfaces. Each 
carton of cigarettes smoked produces about one third of an 
ounce of the tarry residue. 
This is tobacco tar, the new suspect, and it was 
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used in an experiment involving 111 mice. Eighty-one of 
these mice were painted three times a week with the cigarette 
smoke condensate, while the remaining 30 mice acted as "con-
trols." The control mice were subjected to the s ame proce-
dures as the experimental mice, such as diet, handling, 
and shaving the hair, except that they received no tar ap-
plication. 
At the end of 12 months, Drs. Wynder and Graham 
noted a small sore on the side of one of the experimental 
mice--at the site of the application of the tobacco tar. 
Microscopic study proved it to be skin cancer. At the end 
of 22 months, 40% of the experimental mice had developed 
skin cancer. No abnormal skin changes were found in the 
control mice! 
The discovery hit the headlines with tremendous im~ 
pact. The most provoking article was contained in Time Maga-
zine and touched off reactions everywhere. Because of its 
great importance it is quoted herein: 
"For cigarette smokers, famed Surgeon Evarts A. 
Graham of St. Louis had news last week. 
'Dr. Ernest 1. Wynder and I have reproduced cancer 
experimentally in mice by using merely the tars from tobacco 
smoke. This shows conclusively that there is something in 
cigarette smoke which can produce cancer. This is no longer 
merely a possibility. Our experiments have proved it be-
yond a doubt.' 
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Among 200 victims of lung cancer 95.5% were men 
with long histories of cigarette smoking. 
Lung cancer is multiplying faster than any other 
form of cancer, and, as a cause of death, faster than any 
other disease. 
Many puzzling questions in the case against cigarette 
smoking as a cause of lung cancer arise repeatedly. With 
answers based on the best medical opinion today some of these 
are: 
Why indict cigarette smoking and acquit the smoking 
of pipes and cigars? Because the cancer-causing factor ap-
parently must be retained deep in the lungs, a condition us-
ually .found in cigarette smokers, who inhale deeply, not in 
pipe and cigar smokers, who seldom inhale. 
If cigarette tar contains a cancer-causing agent, 
why don't all cigarette smokers get lung cancer? Some do not 
live long enough to get the cancer; many more would never get 
it anyhow because of the element of susceptibility. 
In the case of cigarettes, researchers are confident 
that the cancer-causing factor can be (1) identified and (2) 
removed from the tobacco in manufacture. 
Dr. Graham: 'The cigarette companies are trying to 
induce more cigarette smoking, particularly among the young 
• • • many of whom will become cancer victims 20 years or so 
from now ••• It is certainly the moral obligation and common 
sense on the part of the manufacturers to support re-
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search.' " * 
In an attempt to determine what chemical or chemi-
cals in tobacco tar produced the cancer on mice, Dr. Norton 
Nelson is condensing more tar which will, in turn, be "fract-
ionated" and broken down into its component chemicals. The 
separate chemicals will then be applied to mice, and when 
the factor which causes cancer is isolated," it will be ap-
plied to primates (such as monkeys). This work is being 
done in the Institute of Industrial Medicine at New York 
University. 
The Boston Traveler contributed its ideas on the 
subject recently when it printed the results of its own in-
dependent investigation.** 
Referring to the chemicals in tobacco t ar that have 
produced cancer, the paper relates that the gunk (tobacco 
tar) is broken down into its component parts. So far, 45 
compounds--about one-third of the total--have been separated. 
In the second step, the various components are 
painted on the backs of mice. This part of the research is 
similar to the work done by Dr. Wynder and Dr. Graham. 
The Traveler states: "The Institute of Industrial 
Medicine has no doubt that cigarette smoke does embody cancer-
causing ingredients. 
And Dr. William E. Smith, in charge of the biolog-
ical aspect of the study, says within three or four months 
* 40, P. 63 
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he will know which components contain it. 
He belittles arguments that mouse experiments are 
useless because a mouse is so small and man is so big. 
· rcancer,' Dr. Smith explains, 'starts with one cell 
and spreads. The size of a cell of a mouse is approximately 
the same as a man's. It is not like an infectious disease 
which must infect the whole body before its effect is felt.' " 
The same newspaper, claiming that it had examined 
claims and counterclaims, both scientific and non-scientific, 
presented a review ·of the findings that supported the to-
bacco-lung cancer relationship: 
(1) The studies of Drs. Wynder and Graham. 
(2) Dr. J. M. Essenberg of the Chicago Medical 
School forced mice to breath tobacco smoke 12 hours a day 
for 14 months. He reported an increase in lung cancer among 
mice that had a hereditary tendency toward lung tumors. 
(3) Studies by the Medical Research Council of Eng-
land and Wales indicated that above the age of 45 the risk of 
developing lung cancer increases in simple proportion with 
the amount smoked. 
(4) Dr. Alton Ochsner#, head of surgery at Tulane 
Medical School, said a clear parallel exists between the sale 
of cigarettes in the U. S. and the increase of lung cancer. 
He went so far as to predict that in 1960 one out 
# See P. 66 
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of every 10 or 15 men in the u. S. would have lung cancer. 
2. Recent and Future Research 
Dr. Wynder recently completed another study with 
the aid of Dr. Jerome Cornfield on the incidence of lung 
cancer among smokers. He chose a specific profession to 
investigate--one in which the men were relatively free of 
respiratory irritants (such as sawdust affecting a carpenter)~ 
had a similar economic background and had equal access to 
medical diagnosis. He selected physicians! 
The results were in direct correlation with those 
of previous studies. Dr. V~nder found that the mortality 
rate from lung cancer was highest among the cigarette smokers 
and that even among cigar and pipe smokers it was greater 
than among non-smokers. "The estimated mortality from can-
cer of the lung rose from 10 per 10,000 among non-smoking 
physicians to 133 per lOt,OOO among physicians smoking 35 or 
more cigarettes a day."* 
For the past two years the American Cancer Society 
has been working for additional proof and data on the to-
bacco-cancer relationship. Trained, volunteer interviewers 
have been gathering information on the smoking habits, past 
and present, of 204,000 Caucasian males between 50 and 69 
years of age--the age group which has the highest death rate 
from carcinoma of the lung. Each interviewer follows up the 
men who have been subjected to a specially designed question-
* 27, P. 48 
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naire and reports on any illnesses or deaths. In time, the 
study should reveal a great deal of interesting evidence. 
"Study after study has established a correlation 
between prolonged cigarette smoking and lung cancer."* We 
now appear to be on the threshold of new and more definitive 
discoveries of the exact causative factors. 
In completion of a discussion on cancer, the words 
of Professor Philip Caulfield of Georgetown University lend 
rurther credibility to the data presented in previous pages. 
"The current belief in medical circles is that any 
irritant entering the body can lower the resistance of the 
tissue it irritates in such a way as to allow cancer to get 
a foothold. Smoking is considered an irritant of the lungs, 
respiratory tract and stomach. It is the belief of many 
qualified observers that in the future, cancer of the lung 
which, at present, is found almost exclusively in men will 
start to appear in women because of the increased smoking 
by this sex."** 
F. ~ Facts Concerning the Cigarette Habit 
Pictures showing wounded soldiers lying on cots or 
stretchers smoking cigarettes dramatize the important fact 
that nothing is left undone to improve the morale of our 
fighting men,; Yet the same pictures may be a disservice to 
Army doctors, for if the wound involves the circulation, 
particularly of the arms or legs--and most war wounds do--
* 39, P. 60 
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the chances of the G. I.'s smoking are very . slim. 
For years and years, doctors and medical scientists 
have recognized the vasoconstrictor, or "vessel squeezing" 
action which results from smoking. By constricting the tiny 
blood vessels near the surface of the skin, especially of 
the extremities, smoking tends to diminish the circulation 
of blood to these parts. Ordinarily the tendency is so 
slight as to go unnoticed, but when a wound or injury has 
already impaired vital circula tion, the little difficulty 
added by smoking can be of great importance. Early in World 
War II, Army surgeons warned against the practice of giving 
cigarettes to G. I.'s with arterial injuries. A corollary of 
this warning should be issued for the public todayl It should 
warn against smoking except by those with healthy hearts and 
excellent circulationl 
Numerous studies have shown that smoking produces 
an elevation of the blood pressure and pulse rate as well as 
vasoconstriction of the blood vessels.# Investigators dis-
agree as to whether these changes are produced entirely by 
nicotine, or by some other ingredients of tobacco. The old 
argument as to the importance of the burning cigarette paper 
has entered into the problem. 
The American Medical Association has been active in 
this type of research and one notable series of observations 
was completed by Drs. Grace M. Roth, John B. McDonald and 
# See P. 57, 58 
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Charles Sheard of the Mayo Clinic. Their findings confirmed 
earlier reports on the physiology of smoking. They also list 
nicotine as the chief offending ingredient in cigarettes. 
The subjects used by the doctors for their obser-
vations during the study were four physicians (male) and two 
technicians (female) at the Clinic, ranging in age from 22 
to 41 years. All were habitual smokers of many years stand-
ing; all of them inhaled while smoking. To rule out possible 
effects on the delicate circulatory mechanism of such ex-
traneous factors as room temperature, clothing, position, 
physical activity and even psychic stimulation, the investi-
gators studied the smokers' reactions repeatedly under care-
fully controlled conditions. Skin temperature readings, 
blood pressure tests, basal metabolic rates and electrocar-
diographic tracings were made in exhaustive "before, during 
and after" patterns so that the effects of smoking on the 
various measurements could be isolated beyond any question. 
Readings were made as the subjects smoked lying down, sitting, 
standing and walking about, in garments varying from light-
weight pajamas to full street clothes. "Dry smoking", or 
puffing on an unlighted cigarette, was introduced into the 
project to help determine whether or not any of the observed 
effects might be the result of psychic rather than physical 
causes. Later, all the tests were repeated using corn silk 
instead of standard cigarettes to evaluate the nicotine 
factor; then they were repeated again with French "ashless" 
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cigarette paper; then with a British filter cigarette holder. 
Finally, the doctors intravenously injected nicotine and the 
tests were conducted again. 
The results of these extensive studies show very 
definitely that cigarettes do have specific effects on the 
body and its functions. While . the changes are probably not 
important enough to cause concern to the smoker in average 
good health, the doctors make one positive statement on the 
strength of their findings: 
"The vascular constriction persisted from half an 
hour to an hour and in some cases much longer ••• These obser-
vations make us conclude that the smoking of cigarettes 
should be avoided in the presence of peripheral vascular 
disease ••• "* 
This study showed the chief effects of smoking to 
include the following: 
(a) Lowered skin temperature of the extremities. 
Measured by an intricate thermocouple device attached to the 
under sides of the fingers and toes, the skin temperatures 
were reduced from 1 to 7 degrees centigrade following the 
smoking of standard cigarettes--evidence of vasoconstric-
tion. This further substantiates the statements made on pages 
56 and 57. 
This constrictive pattern of action is attributed 
to the stimulating effects of nicotine on the sympathetic 
* 46, P. 5 
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nervous system according to the investigators. They noted 
that finger and toe temperatures remained unchanged after 
the smoking of corn silk and after the "dry smoking" process. 
However, the subjects experienced heat· iosses similar to 
those which resulted from the use of standard cigarettes 
when they used the "ashless" cigarette papers and British 
cigarette holders. The same heat loss occurred when nicotine 
was injected intravenously. The responsible_ substance, 
then, was plainly, nicotine. 
(b) Result No. 2 was that the basal metabolic rate 
increased after smoking. In non-technical terms, the metab-
olism is defined as the sum of all the physical and chemical 
processes by which living tissue is produced and maintained. 
"Basal metabolism" is a measurement (expressed in calories 
per hour per area of body surface) of the rate at which the 
body expends energy to function and maintain life.* Thus, 
when Drs. Roth, McDonald, and Sheard found that each subject 
showed an increase in their basal metabolic rate after smok-
ing, the apparent truth was that smoking does alter the 
whole vital functioning of the human organism. (The rate 
increase being after the smoking of the standard cigarettes, 
of course.) 
The changes noted in the experiment (with regard to 
basal metabolism) were slight but the speeded-up metabolism 
which results from smoking may contribute toward ill health 
* 46, P. 5, 6 
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in many people. It might keep an underweight smoker from 
gaining needed pounds, or it may help to cause chronic 
fatigue when the body's fuels are used up too rapidly. 
(c) Smoking increased the heart rates and blood 
pressures of the subjects studied. Among the six people, 
the average heart beat wa s recorded at a rate of 69 beats a 
minute. Vfuen the subjects had been puffing on standard cig-
arettes for a few minutes the average rate jumped to 105--
an increase of 36 beats a minute. Blood pressure rose an 
average of 19 points during smoking. In the average subject, 
the effect on heart r a te and blood pressure lasted fifteen 
minutes or more after the cigarette was finished. Compar-
isons with corn silk were made and the heart rates increased 
only 4 beats a minute on the average and blood pressures 
rose an average of just 3 points. After injecting nicotine 
the full increases were noted again. There is no doubt as 
to what the cause of the reactions was--nicotine! 
The study showed, conclusively, that the healthy 
heart muscle can usually sustain the increased loads induced 
by faster beats and higher blood pressure for a short period 
of time. There is no telling how dangerous smoking may be 
and the injury it may cause over a prolonged period! As far 
as people with any organic weakness engaging in smoking--it 
is an added strain imposing a serious risk of healthl 
Back in 1941, Gene Tunney, former heavyweight box-
ing champion of the world, and then Lt. Commander in the 
U. S. Navy, and in charge of navy physical training and ath-
letics, attacked cigarette smoking with a vengeance. 
"It's qyer 13 years since I retired from the Heavy-
weight Championship. But here's a challenge: If Joe Louis 
will start smoking, and promise to inhale a couple of pack-
ages of cigarettes every day for six months, I'll engage to 
lick him in 15 rounds!"* 
Tunney went on to point out the effect on the or-
dinary citizen by stating that heavy smoking had a positive 
effect on longevity, physical and nervous energy, and gener-
al health. The effect was positively bad! 
The ex-champ referred to Dr. Raymond Pearl of Johns 
Hopkins when he s aid that heavy smokers shorten their own 
lives with every puff. He supported his statement with 
statistics that showed smoking is associated with definite 
impairment of longevity. The cause or most of the trouble 
is nicotine and no one ever has denied that it is poison, 
according to Tunney. 
An amazing fact or two C·ame to the fore when the 
Reader's Digest printed the information that the nicotine 
dissolved out of a few cigarettes if placed on the tongue of 
a grown man would result in his death within 15 minutes. 
If a person smoked a pack of cigarettes a day, he would in-
hale 400 milligrams of nicotine in a week. That much in a 
single dose would kill a man as quickly as a bullet! 
In referring to the pleasure derived from smoking, 
*37, P. 21 
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many have pointed out that nicotine is the source since it 
touches off the mechanism by which the adrenal glands re-
lease quick energy from the liver and muscles. The "lift" 
you get is similar to the "lift 11 you get from cocaine, heroin, 
marijuana, etc. in that the adrenals are stimulated accord-
ingly. 
Not many people realize that the temperature of a 
cigarette reaches approximately 140 degrees as the cigarette 
burns dovm toward the end! 
G. Various Comments Qn Cigarettes 
Knute Rockne, Notre Dame's wonder coach of many 
years ago: 
"Tobacco slows up reflexes, lowers morale; any ad-
vertising that says smoking helps an athlete is a false-hood 
and a fraud."* 
Gene Tunney: "I've always opposed the pernicious 
advertising that extolls the 'benefits' of tobacco-using. 
While I was training for my second fight with Jack Dempsey 
I was offered $15,000 to endorse a certain brand of cigarettes. 
I didn't want to be rude, so, in declining, I merely said I 
didn't smoke. Next day the advertising man came back with 
another offer: $12,000 if I would let my picture be used 
with the statement that 1 Stinkies must be good, because all 
my friends smoke them.' That compelled me to say what I 
thought--that cigarettes were a foul pestilence, and that 
* 37, P. 24 
86. 
advertising which promoted their use was a national menace."* 
Of course, such vehement remarks constitute the ex-
treme in the criticism of tobacco but the indictment remains 
strong. The material contained in this chapter proves that 
point! 
H. Miscellaneous Bad Effects Attributed to Smoking 
1. Heavy smoking of pipes, cigars, or cigarettes 
is known to cause irritation of the mouth and tongue, often 
of such intensity as to lead to the development of localized 
areas of thickening or "leukoplakia" of the mouth. This 
thickening is considered a potential cancerous or pre-cancer-
ous condition. When the condition is detected in the pre-
cancerous stage, it will usually disappear if smoking is 
stopped. 
2. With respect to tobacco or its ingredients as 
a factor in causing disease of the stomach or intestines, a 
recent, critical study was done by Drs. Batterman and Ehren-
feld of New York University, College of Medicine. A careful 
review of published work has convinced them that "tobacco 
smoking is not ••• a factor in the causation of peptic ulcer," 
either of the stomach or of the small intestine. But there 
is evidence that "smoking may result in functional disturb-
ances which may simulate organic disease or aggravate ••• 
functional or organic disease."** 
3. Rarely, tobacco smoking may cause a disorder of 
* 37, P. 23 
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the eye described as "retrobulbar neuritis," associated 
with varying degrees of impairment of vision. 
4. Every smoker has noticed that a cigarette seems 
able to still the pangs of hunger for awhile. This is not 
a delusion. The sensation of hunger is caused by contrac-
tions of the stomach walls and smoking can suppress these con-
tractions. By the same process, smoking interferes with the 
appetite and thereby with good nutrition. There have been 
and will continue to be thousands of cases every year where 
people have stopped smoking and gained weight. 
5. Excessive smoking may cause gastritis. By 
favoring an accumulation of acid secre·tions, it brings about 
heartburn. Relief usually comes in a matter of hours after 
the smoking stops. 
6. Unsteadiness has been proven to be created by 
smoking in some experiments done at the University of Wiscon-
sin. 
I. Summary of Medical Aspects of Smoking 
It must be remembered that the views presented in 
this chapter are the result of research done by a non-techni-
cal graduate student. It is not claimed that cigarette 
smoking is 100% evil, and should, therefore, be eliminated 
from the American scene. 
The data is valuable in that it supports the earlier 
indictment against cigarette advertisements! The medical as-
pects simply could not be ignored--they play too important 
88. 
a role--they are an integral segment of the cigarette ad-
vertisement as we see and hear it day after dayl 
The charges have been outlined in terminology that 
should be readily understood by the lay reader. Because o~ 
the current uproar caused by the smoking-lung cancer discov-
eries, much publicity has been given to the health consider-
ations involved in cigarette smoking. With the ~indings o~ 
the American Cancer Society yet to be published after com-
pletion o~ its new research undertaking plus many more in-
dependent experiments and studies in the field, this compi-
lation of health evils will seem incomplete, most likely, in 
just a few years. 
However, the harm~ul effects o~ cigarette smoking 
can be underemphasized and it has been the objective o~ this 
chapter to present them in a true, unbiased form to ~urther 
point out the tremendous responsibility that the manu~act­
urer and advertiser have to the public in ntaintaining good 
~aith and honesty in all their relations. There certainly 
is room ~or improvement! 
CHAPTER IV 
CIGARETTE INDUSTRY'S DEFENSE 
A. Recognition of Charges 
89. 
During the first week of November, 1953, the rep-
resentatives of 71,000 North Carolina tobacco growers met 
to discuss their problems. 
Of principal concern was the first sustained drop 
in United States cigarette consumption in twenty yearsl The 
rate of increase has slowed down considerably and the tobacco 
growers were more than just aware of it! Tobacco stocks, at 
that time totaled 1.9 billion pounds--up 7% from the previous 
yearl 
Some tobaccomen thought the blame for the slowdown 
should be put on the cigarette companies and especially the 
new filter cigarette publicity. 
Fred S. Royster, President of Bright Belt Warehouse 
Association stated: 
"The public is being ~rightened from tobacco by out-
landish medical claims by some of the manufacturers. Much of 
the advertising is plain silly."* 
Market Specialist Phil Hedrick added: 
"It's defensive advertising that's doing it. A 
medical authority says, for instance, that there is a high 
incidence of lung cancer among heavy smokers, and immediately 
the tobacco companies rush to the defense. Instead of saying 
* 40, P. 100 
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that cigarettes relax you, comfort you and soothe the nerves, 
they deny that their brand will give you a disease ••• Tele-
vision has made it much worse. They blow smoke in a test 
tube and all that sort of stuff. It looks as if they're 
putting tobacco in a chemical laboratory to see if it would 
kill you. I don't think folks paid much attention to it over 
the radio. But it scares hell out of them on T V ••• Anyway, 
they all buy the same tobacco from the same floors, gro~~ by 
the same growers."* 
In short, instead of scaring the customers away from 
competing brands, the tobacco companies seemed to be scaring 
them away from tobacco altogether. The Raleigh News and Ob-
server wrote to the effect that it seemed a little odd that 
those who most emphasize the possible bad effects of cigar-
ettes on people are the cigarette manufacturers themselves. 
In turning our attention to the various manufactur-
ers we note a few comments of interest that constitute a very 
weak rebuttal to the allegations set forth in Chapter II. 
In 1951 the Lucky Strike campaign was to the effect 
that Luckies taste better because of fine tobacco and because 
they are made better; that there are valid and significant 
tests of quality and manufacture; that these tests have been 
applied uniformly, objectively and impartially to the five 
principal brands; and that on the basis of these tests, 
Luckies are better made than any of the others, etc. 
* 40, P. 100 
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Mr. Paul Hahn, President of the American Tobacco 
Co., in answering criticism of this campaign said: 
·~e believe that current cigarette advertising of 
numerous other brands is replete with statements and claims 
of questionable validity."* 
Over Station WCBS-TV, on June 6, 1951, an announcer 
stated: 
"Only Chesterfield advertising was judged entirely 
free from misleading statements or false claims." Additional 
commentary may be found in Chapter II. 
Once again, over WCBS, on June 18, 1951, the state-
ment was made that: 
"Mildness tests have smoked out the truth. There 
have been quick tests, trick tests, and the most thorough 
test of all--the 30 day Camel mildness test."** 
In trying to defend themselves, the cigarette people 
point accusing fingers at each other. Certainly, this is a 
most difficult manner in which to construct a rock-ribbed 
defense of an industry and its advertising and public rela-
tions practices! 
Robert M. Ganger, President of P. Lorillard Company 
has made known his views on the subject: 
" ••• Cigarette advertisers extensive in TV--receive 
more brick-bats • 
••• When we are granted the use of one of the TV 
* 30, P. 46 
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channels to carry our cigarette messages into millions of 
homes, we become custodians of a public trust. The public 
gives its faith that whatever words and pictures we send 
into its living rooms will be beneficial as well as enter-
taining, dependable as well as amusing. And it is our solemn 
obligation to keep faith with that trust. Yes, we must re-
member that the use of the air for our T V programs is a 
stewardship; one that should be exercised honorably and in 
the public interest. 
We all know that advertising has tremendous power 
to change people's habits of thinking and acting. We who 
spend millions in advertising each year know, through scien-
tific means, that certain campaigns, even though criticized 
by other advertisers, are selling the goods. What we don't 
know so well is the power of a particular campaign to damage 
public attitude toward the industry or the believability in 
all advertising ••• Some day we're going to know a lot more 
about that ••• "* 
1. Support for Mr. Ganger's Views 
Mr. Ganger recognizes the power of advertising as 
done by the cigarette industry in influencing people's actions. 
Much could be written to implement such an observation but 
a sample project is cited herewith for the purpose of help-
ing to prove the Lorillard executive's remarks. 
A short time ago, the Research Department of The 
* 30, P. 47 
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Biow Co. instituted a research project to find out prefer-
ences in cigarettes and cigarette advertising. It was based 
on interviews with 138 male smokers and 112 female smokers, 
all in New York City. The respondents were selected by a 
statistically designed probability sample. The study showed 
conclusively that there was a high awareness of cigarette 
advertising in general and of the same brand that each 
smoker buys in particular. Among all smokers, the brand 
advertising that came to mind first in 79 cases out of 100 
was the brand that the smoker bought regularly. 
And so the advertisers go on their merry way, even 
going so far as to direct their ads at music lovers by feat-
uring s~nphonic themes in theatre and concert magazines and 
program books for outdoor symphonic pop concerts. They ap-
parently pay dividends. 
The industry does recognize that their advertising 
is essential. It serves as a competitive weapon among the 
producers and by its effective use it permits the · recruiting 
of new customers and the retention of old ones by the pres-
sure of publicity rather than by the cut and parry of com-
petitive price. 
The cigarette advertisers spend tremendous sums to 
gain consumer acceptance. While the manner in which they ad-
vertise is of great concern, we cannot fully comprehend the 
problem until the advertising expenditures of the large com-
panies are known. Such an analysis follows: 
Advertising Expenditures-- 1952* 
National Advertising Investments 
Company Grand Magazines Newspaper Network Network 
Total General Farm Total Sections Radio TV 
American Tob. Co. $13,093,881 3,588,168 25,800 3,613,968 1,229,870 2,332,334 5,917,709 
Liggett & Myers 12,110,431 3,060,989 . . . 3,060,989 . . . 4,027,962 5,021,480 
P. Lorillard 7,931,699 1,469,620 1,469,620 2,692,058 3,770,021 
R. J. Reynolds 14,211,211 2,612,594 343,042 2,955,636 356,828 3,374, 806 7,523,941 
Philip Morris 7,170,652 893,941 13,970 907,911 318,250 3,095,001 2,849,490 
Benson & Hedges 75,566 69,355 . . . 69,355 6,211 . . . . . . 
Brown & Williamson 188,741 184,391 4,350 188,741 . . . . . . . . . 
Larus & Bros., Inc. 697,808 . . . . . . ... 697,808 
Riggio Tobacco Corp. 184,430 . . . . . . 43,677 140,753 
u. s. Tobacco Corp. 1,808,222 ,22,,26,2 2f1:,620 87,01,2 . . . .22~J727 1,227,812 
Totals $57,472,974 11,911,421 441,812 12,353,233 1,911,159 15,959,565 27,249,017 
* 6, P. 14 
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The famous George Washington Hill, late president 
of American Tobacco Co., once defended his advertising pol-
icy with wordsto the effect that he didn't have to justify 
his advertising--it had paid! 
Large advertising outlays and large sales volumes go 
together with the percentage of total advertising contrib-
uted by each firm being roughly equivalent to the percentage 
of the total business it receives. Of course, the quality 
of advertising ideas may produce disproportionately good or 
poor effect. 
Some interesting figures bear out this contention, 
and, although they are not up to the minute, they do support 
the aforementioned argument. 
TRACEABLE CIGARETTE ADVERTISING & BRAND SALES 1938-39* 
Brand 1938 1939 
Sales Traceable Sales Traceable 
Names Mill . of Advtg. $ Mill. of Advtg. $ 
Cig. Cig. 
Avalon 4,282 147,266 5,448 596,534 
Camel 43,735 8,361,753 42,772 7,417,015 
Chesterfield 33,736 9,279,286 33,073 8,112,309 
Domino 2,090 60,589 2,261 83,349 
Fatima 353 101,770 .346 21,964 
H. Tareyton 994 98,318 970 17,035 
Lucky Strike 36,370 4,094,596 38,347 4,213,988 
Marlboro 250 56,097 24.3 19,68.3 
Marvel 5,267 208,838 5,802 176,322 
* 1, D 229-24.3 ... . 
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Brand 1938 1939 
Sales Traceable Sales Traceable 
Names Mill. of Advtg. $ Mill. o:r Advtg. $ 
Cig. Cig. 
Old Gold 5,905 1,678,479 5,662 1,152,058 
Pall Mall 593 282,268 1,592 359,814 
Philip Morris 9,271 1,345,733 11,094 1,505,776 
Raleigh 4,844 286,389 6,908 487,364 
Sensation 2,527 53,589 4,400 181,770 
Twenty Grand 4,057 147 3,729 48,525 
Wings 4,182 10,086 3,072 70,521 
It is interesting to note how the sales increa se or 
decrease as the advertising expenditures do likewise. Mar-
vels, Twenty Grand, and Wings are exceptions as this wa s a 
period when the low priced cigarettes began to lose in the 
overall competitive picture. Herbert Tareyton and Marlboro 
show drastic advertising reductions but very little drop in 
sales volume, but still con:form somewhat to the prevailing 
pattern although the increase-decrea se relationship is not 
in direct harmony with most o:r the other brands. 
The totals have not been included above as t hey would 
add nothing to the desired effect which is gained by study-
ing each brand separa tely. This survey showed that adver-
tising certainly did pay long be:fore Mr. Ganger's words sup-
plemented those o:r the late George Hill. 
B. Personal Replies :from the Manufacturers 
The most direct way to :find out what the leading 
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manufacturers and advertisers in the cigarette industry had 
to say in their own behalf was to contact them individually 
and ask them. This was done by writing each of the 21 cig-
arette manufacturers listed in the United States by Thomas' 
Register. The results: 
Philip Morris & Co. Ltd., Inc.--
"Thanks very much for your interest in Philip Mor-
ris. Unfortunately, there is no source of information avail-
able ••• King Size or Regular Take your choice, but make your 
choice ••• Philip Morris America's Finest Cigarette."* 
Stephano Brothers--
" ••• Our company spends a very modest sum in adver-
tising and it is our policy to make no medical claims and 
we attach herewith a typical advertisement which is now 
running in newspapers throughout the middle West ••• "*-l*" 
American Cigarette and Cigar Company--
" ... ! wish to inform you that the information which 
you request is kept confidential by our Company. Because 
of this, I will be unable to assist you in this instance ••• 
With many thanks for your courtesy in writing and your inter-
est in PALL MALL Famous Cigarettes."*** 
Tobacco Blending Corporation--
"Your request for information regarding advertising 
of cigarettes has been received. Our chief business is the 
* 63 
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,manufacture of pipe tobaccos and the very few cigarettes 
we do manufacture are shipped in export. Since we do not 
advertise any cigarettes sold in the United States we can 
contribute no direct answers to your questions ••• 
As an interested bystander in a related field we 
might comment that recent figures indicate a decline in cig-
arette demand instead of the usual annual increase. This, 
we feel, reflects public concern over the health hazard of 
smoking; this concern, in our opinion, is a result of the 
negative aspects of cigarette advertising which by such 
claims as less irritating, less harmful, less tars and nico-
tine, etc. impress upon the public mind the undesirable 
features of the product. Filter tip advertising has now 
brought this to a head. If the major companies do not aban-
don this type of ad they are likely to see further declines 
in demand as a result of their own advertising."* 
Liggett & Myers Tobacco Co.--
" ••• we are pleased to send you a copy of 'Tobaccoland 
U. s. A.' -the only literature which we have for distribu-
tion. "** 
The fourteenth edition of this book depicts the 
fertile fields, thriving farms, the planting of tobacco, the 
famous horses found in The Bluegrass Country, tobaccos from 
the Near East, the curing process, storing and ageing of the 
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leaf the modern factories, the actual manufacturing method 
' , 
used, research laboratories in action, contribution to Uncle 
Sam in the form of taxes, the story of cigarette paper, the 
County Fair, packing and shipping of Chesterfields, reasons 
why Chesterfield is best cigarette, and recognition of 
Liggett & Myers' other products. 
"Tobaccoland, u. s. A.", according to Liggett & 
Myers, is used in the Library of Congress and has become a 
standard textbook in schools and colleges across the country 
for study and research in agriculture, geography, political 
economy and similar subjects. This might very well be true, 
but it certainly is lacking a great deal as a rebuttal to 
charges levied against L & M public relations! 
The publication makes mention of the farmers who grow 
the tobacco and pictures some of the allegedly prominent men 
whose crops year after year are of superior quality. It 
then goes on to state that they grow the best mild ripe 
leaf and are the backbone of the great tobacco industry in 
addition to being the leading citizens in their communities. 
According to the book, over 1,500 prominent farmers all over 
Tobaccoland signed this statement: 
~en I judge tobacco for its mild smoking quali-
ties, I smell it. If it smells milder, I know it will smoke 
milder. That's the standard mildness test my friends and 
neighbors and all the tobacco growers I know, use. Now, 
when I apply that same test to cigarettes I find that Ches-
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terfield is the one that smells milder and smokes milder. 
And I smoke Chesterfields because they give me the mild 
smoking qualities I want."* 
Isn't it amazing how more than 1,500 men could 
phrase their smoking desires so exactly contained in the 
preceding statements! 
The old story of Chesterf"ield is repeated in "To-
baccoland" once again--No unpleasant after-taste. This time 
a photograph of the taste panel is included with statements 
telling us that Chesterfield is the only cigarette in which 
members of the taste panel found no unpleasant after-taste. 
This fact was determined from the report of a well-known in-
dustrial research organization, of course. 
Brown & Williamson Tobacco Corporation--
n ••• As you know, all cigarette advertising is de-
signed to reach a mass consumer market. The method of doing 
this varies from time to time dependent upon the immediate 
problem. As a rule of thumb, though, the objective is to 
reach the greatest number of people at the lowest possible 
cost. All claims and statements in our advertising are, of 
course, based on facts which can be substantiated by inde-
pendent outside research. This is essential in advertising 
a product as competitive as a cigarette ••• "** 
R. J. Reynolds Tobacco Company--
n ••• in the promotion of practically any type of pro-
* 14, p. 7' 8 
** 57 
101. 
duct--while advertising may induce a person to try a specific 
brand, it is up to the quality of the brand itself to win an 
exploratory purchaser into a regular customer. In this con-
nection, we mention that CAMELS have enjoyed tremendous pop-
ularity ever since the year this brand was first introduced 
(back in 1913) -- and latest published figures show that 
CJillffiLS lead all other brands in sales, by billions of cig-
arettes. 
We have always promoted CAMELS on the basis of their 
choice quality, interpreted in terms of smoking pleasure. 
Successive series of ads may differ in the individual factor 
featured, but all the factors are based on the important 
continuing one of CM!.ELS' quality. (Referring to one of the 
items listed in your letter, may we say that we are not us-
ing any medical claims.) 
••• Among the standard forms of media we use in the 
advertising of CA!ffiLS are magazines, newspapers, radio, tel-
evision, and point-of-sale signs and displays. The extent 
that we may use any specific medium may change from time 
to time. However, we continue to use various types because 
we feel that a planned "scatter shot" coverage is much 
more effective than would be a "single shot" -- or one med-
ium -- approach. 
While detailed data on the amounts that our company 
invests in the promotion of CAMELS are held confidential ••• 
we do not feel free to furnish those figures ••• cost of our 
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advertising is amounting to appreciably less than half a 
cent per package of CAMELS ••• "* 
R. J. Reynolds continues to expound its record by 
making reference to Modern Packaging Magazine which nomin-
ated Camels for Packaging's Hall of Fame. The publication** 
considers the all-out battle for supremacy by the cigarette 
companies in the last thirty years one of the rewarding 
spectacles of American advertising. The casual observer, 
Modern Packaging says, believes that the leading brands, in 
the long run, are pretty much even-Stephen in the sound and 
fury of their cleverly contrived campaigns. The Federal 
Trade Commission having recently stated that one brand of 
popular cigarettes is pretty much like another and that 
there was "no significant difference" in their nicotine, 
acid or throat-irritant content. 
The cigarette companies don't agree as they sta te 
that there are something like 100 different types and grades 
of tobacco recognized by the Department of Agriculture and 
it is the choice of ingredients and their blending, they 
s ay, that produces the differences that most smokers recog-
nize among brands. Camels leadership, accordingly, is sup-
posed to be based on quality and this theme has been stressed 
over the years. 
When Camels first appeared on the market they were 
advertised as not stinging the tongue, not parching the 
* 64 
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throat, and not leaving any unpleasant cigaretty after-taste. 
Well-remembered Camel ad campaigns of the past dec-
ade that have pointed up the quality theme include the World 
War II series, featuring branches of America's Armed Forces 
and carrying tie-in slogans · such as "First in the Service" 
and "The Service First"; the famous "T-Zone" presentation 
(T for Taste and T for Throat), which first came into the 
advertising picture for Camels nearly 10 years ago and still 
appears in ads today, and the "Experience is the best 
teacher" campaign that began in 1947 and led into the one 
devoted to the "Camel 30-day mildness test." 
In answering the writer's correspondence, R. J. 
Reynolds Tobacco Company included a history of its existence.* 
The booklet contains little or no significance to the prob-
lem being discussed. 
The American Tobacco Company, Inc.--
n ••• Historically, The American Tobacco Company, 
since its beginning, has been one of the country's leading 
advertisers both in volume and in the execution and use of 
advertising. The broad, general basis on which our adver-
tising philosophy is built is to reach the greatest number 
of people, as often .as possible at the lowest possible 
costs ••• The development of the message and the selection of 
the media to carry the message are the two broad, major 
* 8 
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phases of our advertising ••• "* 
American Tobacco included The Story of Lucky Strike** 
to supplement the information contained in its letter. 
However, the romance of tobacco and the exciting story of 
cigarette manufacture contribute little to a defense of 
advertising policy! 
Benson & Hedges--
" ••• 1. Medical Claims: We make no medical claims. 
2. Advertising: All our advertising is based on 
week-by-week continuity rather than short, large-space cam-
paigns. 
3. Market Objectives; Our business is primarily in 
the metropolitan areas, but we are gradually extending dis-
tribution to the smaller city areas. 
4. Advertising Standards: Any figures we publish 
on the Parliament filter mouthpiece can be verified by sta-
tistics supplied by the United States Testing Company. I 
am enclosing a recent booklet on their latest figures ••• "*** 
Among the literature that Benson & Hedges enclosed 
to support their statements was an excerpt from a national 
magazine. It states that Parliament cigarette advertising 
concentrates on the specific Parliament markets. Thirty~wo 
newspapers are currently running ads in twenty-three cities 
and there are a certain number of television spots in New 
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York. The Parliament magazine effort is restricted to "Cue" 
and "The New Yorker", the latter being considered a national 
medium. The total advertising endeavor seems insignificant 
in the telling but it costs close to 50 cents for every 
thousand cigarettes sold. Advertising of popular-brand 
cigarettes usually amounts to about 20 cents per thousand. 
Parliament advertising copy is extremely well-bred. 
In an industry notorious for shouting that one brand of cig-
arettes is less efficient than another at tearing down the 
human body, Parliament--with what seems to be more legit-
imate features for health advertising than many competitors--
is content to remark that its filter "removes much of the 
tar--keeps all loose bits of tobacco from reaching your 
lips." While Viceroy pounced joyfully on a plug for fil-
ters in a recent anti-smoking article in "Reader's Digest", 
Parliament remained aloof. The company refuses to scuffle 
in the free-for-all of extravagant claims, ignores cheese-
cake, turns away from endorsements, woos doctors by letting 
them alone. It merely implies that any citizen who knows 
enough not to eat with a trowel will naturally elect to 
smoke the gentleman's cigarette. 
Doctors are invited to write to Benson & Hedges 
for complimentary samples of Parliament Cigarettes with 
the new improved filter. This filter is certified for su-
perior and consistent filtering efficiency at the laboratory 
of The United States Testing Company, Hoboken, New Jersey. 
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The booklet on Nicotine and Tar Removal in Filtered Smoking 
is a report on tests conducted by the United States Testing 
Company, Inc. on Parliament Filter Mouthpiece Cigarettes 
and has been prepared to accommodate the increasing number 
of inquiries from doctors and interested smokers, according 
to Benson & Hedges. 
The rebuttal for this brand, therefore, is centered 
around the filter and how it increases the value of smoking 
Parliament. The advertising follows the pattern dictated 
by the research in pointing out the advantages of Parliament. 
Reference to the contents of Nicotine and Tar Removal in 
Filtered Smoking will be made when examining the replies to 
medical charges. 
1. Manufacturers Not Answering Charges 
All of the companies who answered the correspondence 
of the writer have been listed along with the crux of their 
replies, be their answers weak, strong, or otherwise. 
Twelve cigarette companies, mostly small manufacturers, 
failed to show the courtesy of a reply and apparently flick 
off any insinuation that they might be among the violators 
of decency in advertising execution. These companies are 
as follows: 
Star-Thompson Tobacco Company 
Tampa, Florida 
I. Boss & Company 
Passaic, New Jersey 
Lincoln & Ulmer, Inc. 
Ridgefield Park, New Jersey 
Bonded Tobacco Company, Inc. 
1182 Broadway, New York, New York 
Columbia Tobacco Company, Inc. 
601 W. 26th St., New York, New York 
Dubee, Inc. 
129 W. 20th St., New York, New York 
G. A. Georgopulo & Company, Inc. 
48 Stone St., New York, New York 
P. Lorillard Company 
119 W. 40th St., New York, New York 
Metropolitan Tobacco Company 
22 4th Avenue, New York, New York 
Specicl Tobacco Company, Inc. 
48 Stone St., New York, New York 
Larus & Bro., Inc. 
Richmond, Virginia 
Reed Tobacco Company 
Richmond, Virginia 
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C. The Industry and Medical Aspects of Cigarettes 
In New York City, on May 16, 1914, the late presi-
·dent of The American Tobacco Company, Percival I. Hull, 
wrote an answer to critics of the cigarette manufacturers: 
" ••• Several years ago i t wa s quite the fashion to 
atta ck cigarettes. Lurid statements of the evils of ciga-
rette smoking were circulated extens ively by well-intentioned, 
ignorant people, by notoriety seekers and thrifty legisla-
tors. ft~ti-cigarette bills swept through the assemblies of 
several states. 
The agita tion was such that medical men and other 
scientists undertook thorough examination of the cigarette. 
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· Everything in connection with cigarettes--the tobacco, the 
ingredients with which it is treated, the paper, even the 
printing on the paper--was analyzed by the ablest chemists 
in America and Europe. Packages of all the leading ciga-
rettes were purchased in the open market by representatives 
of state and municipal health boards, medical journals and 
other investigators, and analyzed thoroughly by public and 
private chemists. Scores of such tests were made in prac-
tically every state in the union, in London, and, I believe, 
in various other European cities. 
Every one of these investigations resulted in ex-
actly the same act of finding, viz: that the cigarette is 
absolutely pure; that it contains less nicotine than any 
other form of tobacco products; that the combination of the 
paper is harmless in its effect on the human physiology; 
that its tempera te use is inno way injurious to normal 
users ••• "* 
The excerpts from Mr. Hull's letter serve to illus-
trate how cigarettes have been nunder fire" for a long time 
and that attacking the product is not just a recent "fad". 
The standard-bearers of the industry make the most 
of any information that refutes charges or aids the cause of 
smoking. For example, cigarette advertising makes the most 
of "mildness". In proceedings before the Federal Trade Com-
mission, a witness for a cigarette manufacturer asserted 
that he didn't believe cigarette smoking produced any damage 
-l~ 2, P. 18-20 
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·with respect to the lungs and also that he didn't believe 
so-called cigarette cough was a reality. This doctor could 
hardly convince any steady smoker that smoking did not irri-
tate his throat! Doctors familiar with this field comment 
on the persistent way smokers have of changing brands every 
so often in an incessant search for a less irritating ciga-
rette. 
In answer to claims that pregnant women should never 
smoke, the ma~ri.ufacturers point to the fact that doctors have 
worked on this point for years and are clearer about it than 
about almost any other aspect of smoking. The conclusion: 
smoking does not do pregnant women any more harm, or any dif-
ferent harm than it does anyone else. 
1. · The Cancer Charges 
Several months ago a joint action was undertaken by 
seven major tobacco companies and a number of allied interests 
in starting a public relations and advertising campaign de-
signed to meet the cancer problem head on. This action has 
caused mixed reactions. Some believe the step to be good 
while others feel it may merely make a bad situation worse. 
The action seemed inevitable, according to Advertis-
ing Age.* This publication believes the campaign, if well 
handled, can help the cigarette companies stave off a very 
serious threat, and it also feels that some action of some 
* 17, P. 12 
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kind had to be taken. 
The nub of the problem still remains, however. Cig-
arette advertising, by and large, has been negative in recent 
years and--unhappily for cigarette sales--this advertising 
has demonstrated its effectiveness. If enough advertising 
insists that a particular brand of a certain product is 
"less harmful" than other brands of the same ·product, the 
public ultimately gets the idea that the product itself is 
harmful, to a greater or lesser degree. And certainly this 
i s what has happened in the cigarette field. 
So the big problem still remains, assuming, of course, 
that the medical aspects can be cleared, to stop all ciga-
rette advertising that hurts, rather than helps, the sale of 
the product. 
The big explosion by the cigarette manufacturers 
came in the form of the now famous "A Frank Statement to 
Cigarette Smokers" advertisement which appeared in 448 news-
papers in 258 markets early in January, 1954: 
IIA Frank Statement to Cigarette Smokers 
Recent reports on experiments with mice have given 
wide publicity to a theory that cigarette smoking is in some 
way linked with lung cancer in human beings. 
Although conducted by doctors of professional stand-
ing, these experiments are not regarded as conclusive in the 
field of cancer research. However, we do not believe that 
any serious medical research, even though its results are 
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inconclusive should be disregarded or lightly dismissed. 
At the same time, we feel it is in the public inter-
est to call attention to the fact that eminent doctors and 
research scientists have publicly questioned the claimed 
significance of these experiments. 
Distinguished authorities point out: 
1. That medical research of recent years indicates 
many possible causes of lung cancer. 
2. That there is no agreement among the authorities 
regarding what the cause is. 
J. That there is no proof that cigarette smoking is 
one of the causes. 
4. That statistics purporting to link cigarette 
smoking with the disease could apply with equal force to any 
one of many other aspects of modern life. Indeed .the valid-
ity of the statistics themselves is questioned by numerous 
scientists. 
We accept an interest in people's health as a basic 
responsibility, paramount to every other consideration in 
our business. 
We believe the products we make are not injurious 
to health. 
We always have and always will cooperate closely 
with those whose task it is to safeguard the public health. 
For more than 300 years tobacco has given solace, 
relaxation, and enjoyment to mankind. At one time or another 
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during those years critics have held it responsible for 
practically every disease of the human body. One by one 
these charges have been abandoned for lack of evidence. 
Regardless of the record of the past, the fact that 
cigarette smoking today should even be suspected as a cause 
of a serious disease is a matter of deep concern to us. 
Many people have asked us what we are doing to meet 
the public's concern aroused by the recent reports. Here 
is the answer: 
1. We are pledging aid and assistance to the research 
effort into all phases of tobacco use and health. This joint 
financial aid will, of course, be in addition to what is al-
ready being contributed by individual companies. 
2. In charge of the research activities of the Com-
mittee will be a scientist of unimpeachable integrity and 
national repute. In addition there will be an Advisory 
Board of scientists disinterested in the cigarette industry. 
A group of distinguished men from medicine, science, and 
education will be invited to serve on this Board. These 
scientists will advise the Committee on its research activ-
ities. 
This statement is being issued because we believe 
the people are entitled to know where we stand on this mat-
ter and what we intend to do about it. 
Tobacco Industry Research 
Committee 
5400 Empire State Building, New York 1, New York 
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Sponsors: 
The American Tobacco Company, Inc •••• Benson & Hedges •••• 
Bright Belt Warehouse Association •••• Brown & Williamson 
Tobacco Corporation •••• Burley Auction Warehouse Association 
•••• Burley Tobacco Growers Cooperative Association •••• Larus 
& Brother Company, Inc •••• Lorillard Company •••• Maryland 
Tobacco Growers Association •••• Philip Morris & Co., Ltd., 
Inc •••• R. J. Reynolds Tobacco Company •••• Stephano Brothers, 
Inc •• ~.Tobacco Associates, Inc •••• United States Tobacco 
Company •••• "* 
Along with its fellow members in the Research Com-
mittee, The American Tobacco Company was playing an important 
role in the investigation of lung cancer. Shortly after 
the indictment of cigarettes was made, this company pointed 
out that tests on mice did not prove that tobacco could 
cause lung cancer in man. Life magazine printed support** 
when it stated that the figures on human deaths show that 
heavy smokers are likelier to get lung cancer in later life 
than nonsmokers •••• that this did not necessarily mean that 
everyone should promptly stop smoking, for this might create 
nervous ailments in smokers who would feel they had lost a 
comforting relaxation. Life felt that the research indicated 
that the factor harmful to mice must be isolated and, this, 
of course, is the objective of present research. 
Some journals have gone so far as to completely dis-
credit the method of applying the results of mouse research 
* 20, P. 4 
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to humans on the grounds that cancer-producing agents, other 
than the nicotine solution, have been applied to mice but 
have notworked in dogs, rabbits, or even mice. 
Even stronger than this theory is the idea sub-
scribed to by R. H. Rigdon and Helen Kirchoff of the exper-
imental pathology laboratory of the University of Texas, who 
believe that the data available does not justify the con-
clusions that the increase of cancer of the lung frequency 
is the result of cigarette smoking. They even go so far as 
to state that the increase in lung cancer is open to questionl 
The "Boston Traveler", in trying to show both sides 
of the controversy revealed the thoughts resulting from a 
large number of surveys that showed a distinctly higher rate 
for the disease in urban areas than in rural sections. 
One found the lung cancer death rate four times 
grea ter in industrialized New York than in Idaho, with its 
fresh mountain air. 
Dr. Paul Kotin of the University of Southern Cali-
fornia reports his research demonstrates the presence of can-
cer-producing agents in the exhaust gases of gasoline and 
Diesel engines. 
"Black lung," a curious exception to normal, healthy 
pink lung tissue, has been found during thousands of autop-
sies performed by medical examiners and _surgeons--largely 
in city areas. Caused by years of breathing polluted air, 
it is totally unrelated to lung disease and is found in per-
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sons who have died of everything from auto accidents to old 
age. Yet "black lung" is a symbol of the search for the 
cause of what most scientists recognize as the increasing 
lung-cancer death rate. 
Other arguments advanced against the recent tests 
include: Even granting a link between mice skin cancer and 
tobacco tars, no one has produced to the satisfaction of most 
scientists, a lung cancer caused by tobacco smoke in any 
animal. Even Dr. Essenberg's rodents were susceptible to 
lung tumors before they were smoked. 
So far as is known, no major United States life in-
surance company asks policy applicants if they smoke, al-
though they _do ask if they drink to excess. This is high-
lighted by the defense because no business is more careful 
about appraising the factors that shorten human life. In-
surance r a tes and profits depend on accura te apprais als, and 
these companies do not yet see a relation between smoking 
and longevity. 
Some of the cigarette companies scoff at the "back-
ward" statistical methods which, to date, have provided the 
so called circumstantial evidence against tobacco. They 
point out that such studies reach a person after he has con-
tracted lung cancer. Only the~ is he questioned about smok-
ing habits and other activities. 
At Rochester, New York, on January 28, 1954, a re-
port was released by a group of cancer scientists to The 
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American Cancer Society. This report challenged the evidence 
so far given that smoking might be the cause of lung cancer. 
According to the report, mouth cancer did not seem 
to be significantly associa ted with cigarette, cigar and 
pipe smoking although evidence shows an intimate link be-
tween tobacco chewing and cancer and mouth leukoplakia, a 
tissue change regarded by many scientists as pre-cancerous. 
The scientists making the report, after trea ting 
40 men since 1951 with mouth cancer, are Drs. George E. Moore, 
now director of the Roswell Park Memorial Institute, Buffalo, 
Elsa c. Phoehl and Lester L. Bissinger of the University of 
Minnesota Medical School. 
Of the 40 patients treated, 26 were long-term to-
bacco chewers or snuff users. Of 23 with mouth leukoplakia, 
18 were tobacco chewers or dippers. 
The report points out tha t cigarette smoke fills 
the mouth in full strength. When it is inhaled , it fills the 
nasal passages. But compara tively small amounts reach the 
lungs and are then diluted. 
The question is r aised in the report as to why there 
has not been an increa se of mouth and nasal passage cancer 
over the period of greatly increased cigarette smoking com-
parable to the increase in lung cancer. 
The scientists report that they are conducting fur-
ther experiments with chewing tobacco and snuff to ga ther 
additional da t a on the effects of chewing toba cco and snuff 
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on mouth cancer. 
Such a report certainly strengthened the defense 
and the manufacturers eagerly await more information from 
these scientists. 
All reports that indicate rising incidence of can-
cer of the lung due to surface dust from tarred roads, ex-
haust fumes from motors, fumes, dust and smoke from gas 
works, and industrial plants will be joyfully received by 
the cigarette people! 
D. Meeting the Nicotine Problem 
Many brands now claim that the harmful effects of 
smoking have been practically eliminated by denicotinizing. 
One of the most objective studies in this field is the Ben-
son & Hedges publication#. The research program being car-
< 
ried on by this company is -unique in the filter cigarette 
field. Experience has shown that testing a limited number 
of cigarettes is often inconclusive. For that reason, their 
program has been a continuous one and is now going into ·its 
sixth year at the laboratory of the U. S. Testing Co., hav-
ing tested more than 30,000 cigarettes so far. 
According to the company, the objectives of the re-
search program have been not only to maintain, develop and 
improve continuously the efficiency of the Parliamen~ fil-
ter, but also to assure its absolute purity and complete free-
dom from injurious properties. 
# See P. 105 
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The tests conducted have been designed to minimize 
~11 variables naturally present in an agricultural product 
such as tobacco. Cigarettes are tested in groups, half with 
the filter and half without. Each group is made up of cig-
arettes identical in blend, weight, and construction. Spec-
ial equipment is employed to insure uniformity of all tests 
and to approximate human smoking habits as closely as pos-
sible. 
The research indicates that the efficiency of a 
cigarette filter depends mainly on the following:* 
1. Filtering Material 
An efficient filtering material for a cigarette 
filter must be specially designed to absorb the maximum 
amount of tars and nicotine and must react quickly to re-
tain them. It must be absolutely pure and contain no harm-
ful ingredients. (The Parliament filtering material is 
made by an exclusive process of enlarging and converting 
the structure of the natural cellulose fibres to make them 
extra resistant to air flow and more absorbent, thus retain-
ing more impurities of the smoke. The high absorbency of the · 
new improved Parliament filtering material can easily be 
demonstrated by dropping the filter into water. Instantan-
eous saturation causes the filter to sink immediately. How-
ever, after smoking a Parliament, the filter will not be as 
absorbent because the fibres are coated and filled with tar 
* 12, P. 3-7 
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and nicotine.) 
2. Construction of the Filtering Material 
Parliament claims that in its filter, the smoke 
is drawn through thousands of tiny baffles and cross fibres; 
thus 100% of the smoke is filtered. Stra igh t channel fil-
ters are less effici ent. They permit some of the smoke to 
pass t hrough unobstructed and only remove impurities from 
the limited amount of smoke actually in contact with the 
filtering material. Irritating tobacco dust cannot pene-
tra te the Parliament filter. 
3. The Resistance Caused by the Filter to Air Flow 
A s a tisfactory filter must cause resistance to air 
flow but still permit easy draw on the cigarette. This re-
sistance to air flow increases deposition of impurities on 
the filtering medium and also, by slowing down the rate of 
combustion, reduced the quantity of nicotine and t a rs reach-
ing the smoker. 
Tar Removal 
Combustion tars are formed as the tobacco burns. 
Contra ry to popula r belief, it is these tars that produce 
the brown stains caused by tobacco smoke, and not nicotine, 
which is colorless. 
In testing, the tars are carefully collected in an 
acid solution. The quantity of t a rs washed from the smok e 
is gravimetrically determined according to approved labor-
atory methods. 
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Nicotine Removal 
Since nicotine is colorless, there is no simple 
visual way to me&.sure the nicotine content of the smoke. 
Stain tests, whereby the dark stains caused by tobacco 
smoke are measured as an indication of the tar and nicotine 
content of the smoke are not recognized by the United 
States Testing Company as an accepted laboratory test 
method. The U. S. Testing Company tests for nicotine fol-
low the procedure outlined in "Official Methods of Analysis 
of the Association of Official Agricultural Chemists". 
The Correct Way to Measure Nicotine Content 
It is a custom to express nicotine content as a 
percentage based on the weight of the cigarette. If, for 
example, an extraction of nicotine from 200 grams of tobacco 
weighs less than 2 grams, the cigarette can be s a i d to con-
tain less than 1% nicotine. 
However, it is not the amount of nicotine in the 
cigarette as a whole that is important according to the 
filter-tip cigarette manufacturers, but rather the amount 
of nicotine that is actually present in the smoke reaching 
the smoker. Parliament claims to keep the amount to a min-
imum by the consistent efficiency of the filter, the slow 
rate of combustion, and the natural filtering action of its 
high-quality tobacco! 
Of ·course, the makers of long cigarettes have been 
advertising the benefits of their 85 millimeter "smokes" 
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with a renewed vigor with the emphasis on tobacco's naturally 
filtering action. The king-size cigarettes have been on the 
market for nearly half a century so they are nothing new 
although many would have you believe accordingly. The first 
cigarette in this field to win any real consumer loyalty was 
Pall Mall which was introduced about 14 years ago. 
Today, every major toba cco company has at least one 
long cigarette: 
American Tobacco-- Pall Mall, Herbert Tareyton 
Philip Morris--Dunhill, Philip Morris . 
R. J. Reynolds--Cavalier 
Lorillard--Embassy 
Liggett & Myers--Chesterfield, Fatima 
As the competition gets hotter, the companies plan 
new smoking appeals. With the regular and king-size t a stes 
becoming well whetted, the r a ce to offer new kinds of smok-
ing appeal is on- -but with a constant eye on the cancer and 
health aspectl Liggett & Myers put cork tips on its king-
size Fa tima; Philip Morris put cork tips on its king-size 
Dunhill; Riggi o Tobacco, maker of Regents, i s set to bring 
out new filter cigarettes called Air Flow, etc. 
Perhaps the view expressed in L & M ads sums up the 
attitude of most cigarette companies in defending their po-
sition. The L & M people assert tha t aft er "thous ands of 
analyses of millions of pounds of tobaccos" its research 
department "ha s found no reason to believe tha t the isola-
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tion and elimination of any element native to cigarette 
tobaccos today would improve smoking."* 
E. Actual Advertisements 
What better manner of showing the advertisers' 
response to criticism is there than the actual advertising? 
The advertisements that follow constitute a good 
cross-section of the cigarette industry. The regular-size 
brands are included along with king-size , cork tips and 
filter-tips. Each ad has appeared since January 1, 1954 
(with the exception of Parliament's which was run late in 
1953), thereby allowing the companies ample time to adjust 
their advertising policies to meet the public resentment 
against medical claims, etc. The behavior of the various 
manufacturers is plainly evident by the type of ad they 
have run since the controversy became intense. A discussion 
of the writer's impressions, derived from a study of the 
following advertisements is presented in the summarizing 
chapter. 
~~ 15' p. 3 
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"';"1·• 1'. HALLMARK Of QUAL ITY A P ROO UCT OF Benson & Hebgcs FIFTH AVENUE, NEW Y OR K 
Olb6olO 
C; y Cl\ ll.l: T T 1i. S 
RING SIZE 
We're tobacco men ... not medicine 
men-ow GOLD cures just one thing: 
the world's best tobacco. And now you 
can enjoy the same famous Ot_o GOLD 
. blend in both Regular and King Size. 
exclusive !\IICRONITE FILTER. It 
removes far more tars and nicotine 
than any other filter cigarette-
king size or regular, old or new. 
makers: can see . •• 
ives greater protection than any other cigarett 
-and only KENT-can 
you this visual proof of 
to at least 1 out of 3 
medical reports say is To sho~ you conclusive proof of the 
greater effectiveness of KE:-.:T's l\licro-
nite Filter over other types of filter cig-
arettes-three special _glass<'s, made with 
tubes through which smoke can be drawn, 
arc set on a sheet of plain white paper. 
Smoke from KE!\T rs drawn into one 
glass: smoke from a cotton-type filter dg-
arctte into the second: smoke from a cel-
lulose-t ype filter cigarette into the third. 
The smoke is drawn into the glasses ju t 
as it would enter your mouth. 
When tar particles and mcotinc have 
settled, ~ce the stains left by irritants in 
the smoke of the other types of frltcr cig-
arettes- sec. too-scarcely a trace from 
KENT .•• visual proof that KE:-;T re-
moves far more tar.> and nicotint:! 
with exclusive Micronite Filter 
r the greatest protection you can get in any cigarette "Kent" and "Uk:ronite" are reaistend rudemarks of P. lordlard Corr.~a~y 
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SMOKERS BY THE THOUSANDS 
NPJfCHANGING TO CHESTERFIEL 
t!Je ONLYcigoreHe ever to give yov. .. 
® 
PROOF 
of LOW NICOTINE 
HIGHEST QUALITY 
The counrry's six leading cigarette 
brands were analyzed- chemically 
- and Chesterfield was found low 
in 11icotine- highest in quality. 
® 
A PROVEN RECORD 
with smokers 
Again and again, over a full year 
and a half a group of Chesterfield 
smokers have been given thorough 
medical examinations ... the doctor's 
reports are a matter of record, "No 
adverse effects to the nose, throat and 
sinuses from smoki1zg Chesterfields." 
A responsible independent research 
laboratory supervises this continu-
ing program. 
NOW-TAX-FREE CHESTERFIELDS 
•.. are available in 10 carton units for hospitalized veterans 
in U.S. Government Hospitals and Armed Forces in Korea .. • 
REGULAR SIZE-only $7.86 for each 10 cartons you order. 
KING-SIZE- only $8.48 for each 10 cartons you order. 
For convenient order blanks write to Chesterfield, Box 21, 
New York, New York. · 
Copyright 1953, LIGGETT & MYI!IlS T oBACCO Co. 
Discriminating people prefer 
with the genuine cork tip to protect the lips 
Mrs. Mal'lllutll lleminway, hoouliful 
youn« ~lite of New York and 
Palm Beach, eay11: "Jierberl 'l'arey• 
ton's 1enuinc cork tip ill 110 pl-nt 
be<:aullll it won't atick to your lips." 
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You'll ngrce \\ith Mrs. Mnrshnll Heminway and other discrimi-
nating people ~ho prefer Herbert Tsreyton. You'll like the gen-
uine cork tip that. stays clean and fimt, that won't stick to or tear 
your lips. And you'll like the modern king size tJmt give! you a 
longer, cooler,naturally' filtered smoke or fine, distincth c tobacco. 
In fact, when you light up your first Herbert Tareyton, you'll 
say it's the most. enjoyable cigarette you e'er smoked! 
TAR E Y T 0 N' S G EN U I N E C 0 R K T I P P R 0 T E C T S Y 0 U R L II'S 
CAl Co. 
IT'S ALL A MATTER OF TASTE 
''I DON'T HAVE TO 
SMOKE LUCKIES," 
says 
ROBERT MONTGOMERY 
You may know-at least I hope you do-
that I am prot1uccr of a television program 
called "Robert 1\Iontgomery Pre5ents •• • 
Your Lucky Strike Theatre." which is spon-
sored by The American Tobacco Company. 
That means I work for Lucky Strike. :\o 
question about that. But let me assure you 
that there is nothing in my contract, not 
even in the small print, that says I have to 
smoke Luckies or sell Luckies. However, I 
do smoke them-have for years-and for a 
good rca5on. At least it seems good to me. 
I like the way they taste. 
Quite frankly, I think this business of 
because of it:- taste. 
Lately r,·e heard a lot about why people 
smolc this or that brand of cigarette. ~lost 
of the rt>a!"on..; giH•n sound a little silly to 
me. I smoke Luclies becau!'::le they taste 
better. 
That"s my story. \ot a very exciting one 
-but to me, and I hope to you, it makes a 
lot of sense. 
Lucky Strike's Story 
There arc just L\\ o rC'asons "hy Lud..irs taste 
bettf'r to Hobert i\lontgomer) and many 
millions of other people. 
First, Lul"kif'1> are made of fine tobacco. 
That's where better taste must start-with 
fine, light, naturally mild tobacco. Everybody 
knows L.S. \l.F.T.-Luck) Strike means fine 
tobacco. 
l\"ext. Lurkie:-. are made better. Always firm 
and perfectly packed to draw freely and smoke 
c~enly . 
So, Bellappy-CoLucky. Remember,Luckies 
are madt• by The American Tobacco Company, 
America's leading manufacturer of cigarettes. 
COP'R •• THil AMERICAN T08ACCO COMP'AHY 
CIGARETTES 
LUCKIES TASTE BETTER· CLEANER, FRESHER, SMOOTHER! 
_jr ;1//ilt:&efr afld liat!fJY 
"With so many people ., 
smoking Camels, I 
figured they must be 
good! So I tried them-
fOund their cool mildness 
and swell flavor suit my 
taste to aT! You ought to 
try Camels yourself ! '' 
n J. nc~notdo TohattO Co. 
\\'In tun ~llem. N. C. 
WILLIAM HOLDEN, star of 
" f ore au Female ', is another on the 
big li~t of Hollywood per'Onalitaes 
who prefer America's mo!>t popu!Jr 
cigarette, Camel! 
Some others are John Wayne, Lau 
beth con, ll.laureen O'Hara, Al.tn 
Ladd, !\Iaureen O'Sullivan. 
CAMELS AGRtt WITI-f MORt PtOPLt THAN ANY OTHER CIGARETTE! 
Make your own 
30-day Camel 
mildness test-
you'll see how well 
Camels' mildness 
and flavor suit you. 
Y OU, TOO, rate the cigarette that rates best with the most smokers! After all, the fact that Camels lead all other 
brands must mean Camels' costly tobaccos assure you a cool, 
cool mildness, a rich, exclusive flavor that other brands 
can't match! So try Camels- today. Smoke only Camels 
for 30 days. Let your own sense of good taste tell you 
this sure, pleasant way why Camels' flavor and mildness 
agree with more people than any other cigarette! 
Let your throat enjoy 
smooth smoking 
There IS IJO suostltule fir .PA££.MA££ 
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Discover a smoothness, mildness and satisfaction no other cigarette offers you 
Pall Mall is Longer 
Compare PALL MALL with any short 
cigarette. See how mild PALL MALL's smoke 
becomes as it is filtered further through 
PALL MALL's traditionally fine, mellow 
tobaccos. PALL MALL- the cigarette that 
changed America's smoking habits-gives 
you a smoothness, mildness and satisfaction 
no other cigarette can offer you. 
GUARD AGAINST THROAT-SCRATCH. 
~ '""'t 
Pall Mall is Finer 
Compare PALL MALL with any long cigarette. 
PALL MALL's fine tobaccos are the finest 
quality money can buy and fine tobacco 
is its own best filter for sweeter, smoother 
smoking. Moreover the better a cigarette is 
packed the better it filters the smoke on the 
way to your throat. 
No other cigarette of any length can give 
you the pleasure you get from PALL MALL. 
The cigarette that changed America's smoking habits 
Outstanding ... untttnerum mild ! 
Copr . 1053. Americn.n Cigarette nnd Clgnr Co. , Inc. 
out of smokin ! 
Only one cigarette .•• 
PIIILIP ~IORRIS ••. is uta e 
'vith ~e Di-GL";~ .. the great 
cientific discovery that 
protects yon frotn certain 
harsh irritants found in 
every other leading cigarette 
~-o other cigarette ... 
tcith or u·itlzout filters ... 
can 1·enzove all these irritants 
• TI•e exdu&irr, moclern ingrrflirut "Di-GV' for gt>ntler 
smokiug that lws aln:an bt>PII usrd in Philip iUorri1. 
Other itnporlant reftning steps 
add oT~aLlv to t.he ndldness ... aroma ... 
t"--1 
t•iclntess and rare sJJu»kh•- t•leasure 
of Philip l\lorris! 
All the rich fhnor ami .tronw are )Our-. ... u·illwut the 
need for tasll'·destrnyin g g(l(lgets or filters. Only 
Philip Jioni-. offer-- )Oil thi-. record of ~afcty. For your 
plea.\ure . . . for yout protection .. . try a carton! 
~~PHILIP MORRIS 
America·~ Fint•st Cigarette ... ~lake It Your::; ! 
When I read Dr. Darkis' letter I tried L&M Filters. I'm really 
enthusiastic about them. They're a wonderful smoke-with a filter 
that really does the job. I'm sure you'll like them as much as I do. 
MUCH MORE FLAVOR 
MUCH LESS 
NICOnNE 
/ 
Pendin~ 
ONLY LAM ,ILTIIfS GIVE YOU ALL TH:IS~.~.~.----;.. ••• 
1. EHective Filtration, from a Strictly Non-Mineral 
Filter MaterPai-Aipha Cellulose. Exclusive to ~1 
Filters, abd entirely pure and harmless to health. 
2. Selective Filtration-the L&l\1 Filter selects and 
removes the heavy particles, leaving you a light and 
mild smoke. 
3. Much less Nicotine-the Lal\1 Filter* removes 
one-third of the smoke, leaves you all the satisfaction. 
4. Much More Flavor and Aroma. At last a filter tip 
cigarette with plenty of good taste. Reason -LaM 
Filters' premium quality tobaccos, a blend which 
includes special aromatic types. 
•u. S. Patent Pending 
--- -----------------------------------------------------------------------------------------------
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CHAPTER V 
SUM1iARY AND CONCLUSIONS 
A. Review of Current Advertising 
Each of the brands represented by an advertise-
ment on the preceding pages shall receive consideration in 
this brief analysis. In addition, the over-all picture, 
being of prime importance, shall be duly emphasized. 
Parliaments: 
For years, this brand has carried on the conserv-
ative style of advertising, refraining from fantastic medical 
claims. Their ads continue to be of high quality and aimed 
principally at the higher income level customer. At the 
time of this writing, however, Benson & Hedges seems to be 
embarking on a more aggressive sales promotion scheme and 
whether their future advertising will adhere to the same 
pattern is doubtful. To date, their record has been good! 
Old Gold: 
"Treat Instead of a Treatment" has been the famil-
iar theme. Their ads contain less copy than those of pre-
vious years and are a welcome relief from the average "testi-
monial" in the cigarette field. They have had their share 
of trouble with the Federal Trade Commission in the past 
and if the current advertising represents their future plans 
then it certainly is a step in the right direction--their 
current ads are interesting and pleasing to the eye and 
the small amount of copy is sensible. 
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Kent: 
Up to this point it look ed a s though we were es-
caping from the test tube advertisement but, unfortunately, 
t his adverti ser has destroyed the illusion. The point 
mu s t be granted that Lorillard's product is second to John 
Alden cigarettes in nicotine content and is the possessor 
of a r elatively effective filter. However, the advertising 
is still nega tive and by playing the repetitious notes of 
"protection" and "medical reports", Kent remains in the 
class of cigarette advertisers responsible for a rousing 
public resentment. 
Chesterfield: 
After serious entanglements with the F. T. c., 
Liggett & Myers shows no sign of changing its practices! 
"Proof of low nicotine" screams from all the current ads and 
yet t he product is the approximate equal of the other leading 
brands in nicotine content. The 11 No adverse effects to the 
nose, throat and sinuses" cla im ha s be en discus sed previously 
but apparently Chesterfield has little or no regard for the 
rulings of the Federa l Trade Commission. Chesterfield con-
tinues to be one of the chief offenders in cigarette adver-
tising and it indicates by its current advertisements tha t 
it has made no resolution whatsoever to "clean house". 
Herbert Tar eyton: 
This brand exercises the snob appeal in all of its 
campaigns. The ads are not offensive, however, and although 
135. 
liberal usage of meaningless superlatives is constantly 
found, The American Tobacco Company has not been criticized 
for unsubstantiated medical claims in relation to Tareyton 
ads. It is a matter of question as to how much protection 
comes from genuine cork tips but if discriminating people 
prefer them according to American, then so be it! The state-
ment seems comparatively harmless. 
Lucl0J Strike: 
"It's All A Matter of Taste" and if Luckies contin-
ue this theme--fine! With a stormy, conflict-loaded back-
ground behind it, this brand can well afford to present a 
sensible, realistic idea in its advertising. The current 
ads, as exemplified by the sample on page 128 are consider-
ably divorced from previous ideas that repeated "less irri-
tating" and "less tars and irritants", etc., ad nauseum. 
Camel: 
Three cheers for the testimonial! "Tobacco experts" 
from the field of acting, music, sports, etc. continue to 
proclaim the benefits of smoking Camels. The public is not 
permitted to forget about "mildness" and 11flavoru, either. 
At least, there aren 1 t any claims that Camels eliminate that 
"jittery feeling". Despite the fact that F. T. C. action 
in the past exposed the testimonial routine as being false 
and misleading in many instances (as executed by R. J. Rey-
nolds Tobacco Co.), it is still a favorite gimmick for this 
brand and there are absolutely no signs of its abandonment. 
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Apparently it pays! 
Pall Mall: 
The copywriters' delight--"mildness" makes us won-
der what would happen if the word were eliminated from the 
cigarette advertiser's vocabulary! No more "avoid throat 
scratch" in the current ads, anyway. There is plenty of 
room for improvement in the advertising of Pall Malls as 
they continue their "sing-song" gibberish of smoothness and 
finest quality. 
Philip Morris: 
Another leading exponent of negative advertising! 
Philip Morris is presently "taking the fear out of smoking" 
and inserting "Di-GL" as protection against the irritants 
found in every other cigarette! The cease and desist order 
to Philip Morris has resulted in their stating the same claims 
in a slightly different manner. The sample ad on page 131 
indicates the defiant attitude of the Philip Morris people 
toward making any attempt to improve their advertising. 
L & M: 
How long will it be before the F. T. C. gears it-
self for action against L & M? The slogan, "Just What the 
Doctor Ordered" is misleading and it shall most likely be 
challenged by such outstanding organizations as The Better 
Business Bureau {National) and the F. T. C. The combina-
tbn of the slogan with a testimonial emphatically indicates 
the low level of advertising that Liggett & Myers proposes 
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to keep on forcing down the throat of the American public. 
The use of such methods in cigarette advertising is nothing 
less than disgusting! 
The aforementioned comments have been directed at 
ten leading brands. Such cigarettes as Kools, Raleighs, 
Fatima, Marlboro, Cavalier, Marvels, Sano, etc. have not 
been selected for individual coverage for two principal 
reasons: 
1. They do not compare to the others in total ad-
vertising volume, thereby having less influence on the think-
ing and buying habits of the public and, 
2. By treating each brand separately, with sample 
advertisements, this Thesis would be far too long and filled 
with superfluous data. 
The emphasis, therefore, has been placed on the ten 
brands represented by sample ads. It must be remembered, 
however, that these brands indicate the trend in the indus-
try as a whole! Some of the lesser companies are guilty of 
flagrant violations just as some are to be commended for 
exercising good taste and judgment. 
B. Attitude of the Courts 
Mr. Issac W. Digges, a member of the New York Bar 
has very pointedly illustrated how a less tolerant attitude 
toward advertising has evolved over the years until we find 
the courts becoming stern and increasingly rigid in their 
relations with advertisers today. 
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According to Attorney Digges, "We now stand at the 
threshold or Stage #3 in the evolution of the law of adver-
tising and marketing. 
The first stage was the laissez-faire era in Ameri-
can jurisprudence-- 'Let the buyer beware.' If you were sell-
ing a horse, it made no difference how you described him, 
provided the purchaser had the opportunity of inspection. 
Stage #2 was a stage of legislation. Reformers 
appeared on the scene who held to the concept that the seller 
should beware, and that the public should be protected from 
the f acile pen of the professionals or overenthusiastic 
branding of labels. Packaging often deprived the customer 
of the chance to inspect: he had to rely on the label. 
The Pure Food and Drug Act, the Federal Trade Commission Act, 
The Printers' Ink Statutes, and finally a Security and Ex-
change Co~mission resulted in this era. 
Stage #3 is a judicial stage. It is in its infancy. 
It is being nourished by judicial decision. The outstand-
ing characteristic of this phase is the suspicion of the 
advertising claim. The advertiser is being required, more 
and more, to prove tha t he is right in regard to those facts, 
opinions, and processes which lie peculiarly within his O\VD 
knowledge rather than for the government to prove him 
wrong ••• 
Conclusions: 
First: there must be a clearer understanding on 
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the part of the business leaders of America that many cur-
rent advertising practices are striking at the basic values 
of advertising itself. There must be more restraint and 
good citizenship. 
Second: there must be better understanding of the 
f unction of advertising by the judges who are called upon 
to appraise it in specific cases. 
Third: there should be restraint on the part of the 
Federal Trade Commission in scrutinizing advertising messages~ 
"* 
It seems to the writer tha t the first two points 
are very well taken but the Federal Trade Commission has shown 
too much restraint, perhaps, when dealing with cigarette ad-
vertisers. Nevertheless, Atty. Digges' views show an in-
creasing cognizance of the real situation in advertising 
today by the legal profession. Even with increasing aware-
ness of advertising's poor record being evidenced in many 
related and unrelated fields, the cigarette advertiser does 
not indicate any plans for reform. 
C. Pertinent Considerations 
According to the Daniel Starch surveys, the best-
read newspaper advertisement in the cigarette field for the 
t welve month period ending June 30, 1952 contained copy to 
the effect: 
* 29, P. 48 
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"Do You Inhale? Then you're better off smoking Philip Mor-
ris because Philip Morris is definitely less irritating, 
definitely milder than any other leading brand! No cigar-
ette hangover means more smoking pleasure!"* 
This ad was in the best-read category despite the 
fact that its claims were extravagant and a cease and de-
sist order was forthcoming from the Federal Trade Commis-
sbn! This most certainly proves that the advertiser has a 
tremendous responsibility to the public to tell the truth! 
Many thousands of men and women have pla ced their faith in 
these and similar statements that the manufacturers have 
employed as a means of increasing sales. 
In determining whether or not advertising is false 
or misleading within the meaning of the statute, regard 
must be had, not to the finespun distinction and arguments 
that may be 1nade in excuse, but to the effect which it might 
reasonably be expected to have upon the general public. The 
erring cigarette advertisers are overlooking this point 
when they do battle with regulatory personnel over techni-
cal terms and their interpretation. 
D. Suggestions to Improve Cigarette Advertising 
It is certainly human nature and no breach of eth-
ics for one to say he is better than the other fellow, and 
why; especially when he has conclusive proof and states it! 
* 18, P. 78 
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Unfortunately, cigarette manufacturers do not practice 
their methods of competition accordingly. The record speaks 
for itself! Without any doubt, cigarettes rank among the 
most backward fields of advertising, not only from the stand-
point of ethics but also from the standpoint of the mechanics 
of advertising. 
1. To illustrate the last point: by analyzing the 
advertisements we find some very obvious common denominators 
for all brands in that (a) they all show a full pack or box 
of cigarettes, (b) they give the pack or box a prestige 
background or in the possession of interesting people, us-
ually public figures of one type or another, and (c) the 
cigarette makers t ake their products too seriously. 
Why not show a half-full pack or box to suggest 
action rather than the portrait idea of a full pack? Aesop 
Glim's Clinic* suggests the injection of humor into the ad-
vertising and a good suggestion it is! All of the ads con-
tinue to battle it out with conflicting claims as to the rel-
ative pleasure, mildness, etc. of their respective brands. 
Player's cigarettes of Canada has used the theme 
of "What is a cigarette?" to advantage. By showing the var-
ious stages of manufacture, etc. a new and very pleasing var-
iation would be gained. 
2. Years ago, abuses in advertising were a stench 
in the nostrils of honest people just as they are today. 
* 28, P. 96 
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There were, however, thousands of quack cures, swindles, 
and illegitimate promotion schemes flourishing openly and 
their false and flamboyant claims packed the pages of many 
periodicals. To meet this situation, a group of intelli-
gent, farsighted business leaders got together and resolved 
that business must purge itself of these elements. These 
men based their decisions on the principle that business 
pra ctices must be squarely based on a code of truth, accur-
acy, and fair play. As a result, the Better Business Bureaus 
evolved as we know them today. Their contributions have 
been many and valuable. 
It is hereby suggested that greater publicity be 
given to the findings of these bureaus. They do not receive 
adequate press coverage at the present time , either because 
their releases do not make big news and are, therefore con-
sidered dull, or because they tend to criticize organiza-
tions that account for a good portion of the newspapers' 
advertising revenue! 
3. In December, 1953 the National Better Business 
Bureau, Inc., in cooperation with local Better Business 
Bureaus from coast to coast, released its recommended 
standards for cigarette advertising:* 
{a) Proof of claims 
Cigarette advertisers should be prepared and will-
ing to submit, upon request, scientific test data or other 
* 47 
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competent proof in support of any allegedly factual claim 
appearing in advertising submitted for publication. 
(b) Cla ims that cigarette Smoking is Beneficial 
Cigarette advertising should not claim, directly or 
by implication, that cigarette smoking is beneficial to 
health or, under any condition, is physiologically benefi-
cial to any of the bodily systems. 
(c) Claims that Cigarette Smoking is not Harmful 
Cigarette advertising should not claim, directly 
or by implication, or without qualification a s to the indi-
vidual smoker and the extent to which he smokes, tha t ciga-
rette smoking cannot or will not cause harmful effects. 
(d) Claims for Elimination of Harmful Substances 
If it is claimed that, by virtue of its ingredients, 
method of manufacture, length, added filter, or for any 
other reas·on, the smoke of a given brand of cigarette con-
tains less nicotine, tar, resins or other irritating or 
harmful substance, such representation should be supported 
by impartial scientific test data which conclusively prove 
that the claimed difference does, in fact, exist to a ~­
nificant degree. 
(e) Claims that a Brand is Less Harmful 
If it is claimed that, by virtue of its ingredients, 
method of manufacture, length, added filter, or for any 
other reason, smoking a given brand of cigarette is less 
harmful to the respiratory organs or any bodily system, such 
J 
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claims should be based on impartial clinical test data or 
other competent proof and should exist to a physiologically 
significant degree. 
(f) Testimonials 
Testimonials used in cigarette advertising should: 
(1) be genuine; 
(2) represent the honest and sincere opinion of 
the author; 
(3) be competent, e. g., while any smoker is compe-
tent to express a preference for a brand, specialized train-
ing is essential to pass judgment on the physiological 
effects of smoking; 
(4) contain no mis-statement of fact or misleading 
implication; 
(5} reflect the current opinion of the author; 
(6) be in accord with generally accepted scientific 
knowledge if it purports to set forth scientific fact. 
Any advertised portion of a testimonial should fair-
ly reflect the spirit and content of the complete testimonial. 
(g) Comparative Sales 
If any claims are made in advertising as to the com-
parative sales of competitive brands, either nationally, 
locally, or by individual vendors, they should be based upon 
verified current sales figures and such data should be made 
available to media upon request. 
(h) Attacks Upon Competition 
, 
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Cigarettes should be sold on t heir merits without 
disparagement of competitive manufacturers, their products, 
or methods of doing business. 
In addition to the recommended standards listed 
above, the National Better Business Bureau has composed a 
code for cigarette advertising in which it states principles 
for fair advertising provide criteria for correcting public 
criticism of questionable copy claims. 
The statements read: 
There is growing evidence that the general public 
bitterly resents the use of deceptive "health" claims in cig-
arette advertising and it is significant that advertising 
men thems elves have been as vocal in their criticism of this 
type of claim as any other group. This resentment has been 
festering for a ' long time. Cigarette advertising has been 
a source of serious complaint from both business and the 
public to the National Better Business Bureaus throughout 
the nation for many years. 
The Federal Trade Commission has found it necessary 
to issue cease and desist orders against some of the prin-
cipal advertisers and those orders have been affirmed by the 
Courts in several cases. The Commission's orders were di-
rected particularly against "health" claims which represent 
or imply that smoking cigarettes can not be harmful to the 
health of smokers or may even have certain beneficial 
e.ffects. 
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Majority Seek Fair Play 
The National Better Business Bureau believes that 
there has been substantial improvement in the believability 
or cigarette advertising during the pa st year or two. Those 
advertisers against whom F. T. C. orders have become rinal 
have raithfully observed the provisions thereof. (It is at 
this point that the writer difrers with the Bureau's idea 
on observing provisions.) N. B. B. B. is pleased to report 
that it has secured the voluntary cooperation of several 
leading advertisers of cigarettes in correcting claims which 
were unrair or misleading or otherwise unworthy of public 
cor~idence. This is evidence of the desire of the majority 
of the cigarette industry to deal fairly with the public. 
This generally f avorable picture has been marr ed by the per-
sistence of a few large advertisers in continuing to stress 
deceptive "health" features in their advertising. Ignoring 
the rindings of the Federal Trade Commission and the consen-
su s of scientific medic al opinion, they have made "health" 
claims similar in spirit, if not in content, to those which 
have been forbidden by the Commission in the ca se of their 
competitors. 
Group Action Not Feasible 
Because public resentment of objectionable cigarette 
advertising impairs public conridence in all advertising, 
the National Better Busines s Bureau ha s diligently sought 
to arouse the cigarette industry to the neces s ity of taking 
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voluntary action to improve the advertising climate under 
which it is functioning. Cigarette advertisers have informed 
N. B. B. B. that, for legal reasons, it would not be feasible 
for them to meet as a group and arrange voluntary joint 
action to correct advertising abuses. In cooperation with 
the Committee on National- Local Advertising of the Associa-
tion of Better Business Bureaus, N. B. B. B. therefore took 
the initia tive in formulating suggested standards for ciga-
rette advertising. They have been submitted to ea ch indi-
vidual member of the industry inviting criticism, sugges-
tions and acceptance. No cigarette advertiser having ex-
pressed any criticism of the provisions of these standa rds, 
they are now being published by N. B. B. B. in behalf of all 
the Better Business Bureaus. 
Some cigarette advertisers have expressed the view 
that the regulation of cigarette advertising should be left 
exclusively to the Federal Trade Commission. The Bureau 
recognizes that the exercise by the Commission of its powers 
is essential in specific cases, but unfortunately this pro-
cedure can t ake a long time. (This fact is discussed further 
in succeeding pages.) Furthermore, we believe that volun-
tary self-regulation is as desirable in this field as in the 
countless others where it has been successfully practiced, 
states the Bureau. Such cooperation with the Better Busi-
ness Bureaus is evidence of responsible business practice 
and minimizes the need for governmental regulation of busi-
, 
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nes s. In any event, the causes of justified public resent-
ment against cigarette advertising continue and action taken 
by the Commission against one advertiser does not prevent 
another from subjecting the public to similar abuse as ex-
perience clearly demonstrates. The Bureau believes that 
the prevention of justified public complaint against cig-
arette advertising is a responsibility of all those concerned 
with the public's belief in and acceptance of advertising 
as a useful part of our economy. 
In the public interest, the Better Business Bureaus 
of the nation therefore urge all cigarette advertisers and 
their advertising agencies to comply with the provisions of 
this code in the preparation of cigarette advertising. The 
Bureaus urge advertising media to employ the standards as a 
guide in judging the integrity of cigarette advertising. 
4· Standards pertaining directly to cigarette ad-
vertis ing should be set up by the various advertising media 
and an active investigation into cigarette advertising by 
related organizations should be inaugurated and maintained. 
The first part of the suggestion is best exemplified by 
the wonderful work done by Printers' Ink, one of the out-
standing crusaders for good advertising practices. They 
carry on perpetual campaigns for improving advertising and 
selling methods. 
In the discussion of setting up standards, it is 
necessary to mention The New York Times. The Times pub-
I 
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lishes its Advertising Acceptability Standards which "en-
deavors to exclude misleading, inaccurate and fraudulent 
advertisements and unfair competitive statements in adver-
tising. The chief purpose of this policy of The Times is 
to protect the reader."* While the actual "sins" of the cig-
arette industry are covered by such classes of non-acceptable 
advertising as "advertisements tha t make false, unwarranted 
or exaggerated claims,"** the regulations should be pin-
pointed for cigarettes, even if only for a probationary 
period! 
Such publications as The Christian Science Monitor 
do not accept tobacco advertisements or advertise the secur-
ities of promotional enterprises or of firms engaged in the 
business of tobacco.*** Of course, their reasons are affil-
i a ted with religious beliefs. 
Another leading organization is The Curtis Publish-
ing Company, which at one time refused to accept cigarette 
advertising. In personal correspondence to the writer they 
state: "We have carried advertising for cigarettes for a 
number of years. The decision to accept such advertising 
was based on a careful study which indicated tha t smoking 
had become a general practice and we felt there were no 
moral issues involved ••• Our first consideration is the pro-
* 61 
** Ibid. 
*-** 69 
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tection and welfare of our readers ••• "* Curtis has printed 
its policy and practice in acceptance of advertising. The 
suggestion made for The Times also applies here. It should 
not be interpreted that these organizations are being singled 
out for criticism--they have excellent reputa tions and 
deservedly so. Their names are being used merely as exam-
ples in trying to explain how standards applying to cigarette 
advertising should be established by the various media! 
The second part of Suggestion Number 4, that active 
investigation into cigarette advertising be effected and 
maintained by related organiza.tions, is important. Some of 
these organizations were contacted by the wri ter and their 
responses include: 
Chamber of Commerce of the United States: 
" ••• We have not made a special effort to collect 
material rela ting to this subject so my files are a little 
barren on source material for your thesis •.• Sorry ••• can't 
be of more help, but good luck on your thesis anyway.'HHl-
This answer came from the secretary of an organization that 
claims to be a national federation working for good citizen-
ship, good government and good business! 
Advertising Federation of America: 
"You are certainly writing a thesis on a delicate 
and interesting subject for the advertising of cigarettes 
* 59 
** 58 
, 
is probably the subject of more controversy than that of 
any other product ••• We haven't much information which would 
help you ••• "~f-
Associated Tobacco Manufacturers: 
" ••• This association has published no materia l 
on cigarette advertising, so I regret that we will be unable 
to assist you in this respect ••• tt-)f--r-
Advertising Research Foundation, Incorpora ted: 
"In response to your inquiry ••• the ARF does not 
have the kind of information you are seeking ••• ~H** The 
motto of this organization includes " ••• promoting greater 
effectiveness in advertising and marketing through object-
ive and impartial research ••• " 
Tobacco Merchants Association of the U. S.: 
" ••• our association has not issued any material on 
the subject ••• tt**** The Associc:.tion' s correspondence went 
on to list helpful bibliography for references but had to 
admit tha t it had done no work, itself, on the subject of 
concern. 
The ft~eric an Marketing Association, well known and 
respected in its field and supposedly an association for the 
advancement of science in Marketing must consider advertis-
ing of cigarettes unworthy of consideration. Their reply 
* 48 
** 54 
*** 49 
****68 
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consisted of reference to the indices for their Journal of 
Marketing.* 
The Association of National Advertisers, 285 Mad-
ison Avenue, New York, New York, and the ft~erican Newspaper 
Publishers Association (Bureau of Advertising), 370 Lexing-
ton Avenue, New York, New York refused to answer correspond-
ence! 
This sad commentary on the attitude of associations 
and organizations related to cigarette advertising bespeaks 
of laxity and indifference by the leaders of these groups. 
These individuals could play an important role in correct-
ing the abuses now running rampant. Their assistance would 
lend great strength to the efforts of The Better Business 
Bureaus and similar aggressive nreformers". 
5. The advertising agencies must do an abrupt "about 
face". With the full realization that correction and sug-
gestions are not always received graciously by clients, these 
firms must stand up, at last, to principles of truth and in-
tegrity. They must insist on truth in all their advertis-
ing. There is room for tremendous improvement in their 
copy. Research--they have done so little in cigarette ad-
vertising that it is reflected clearly in the medical claims 
they have promoted. 
The record of advertising agencies has been deplor-
able in regard to cigarette advertising. They certainly must 
* 51 
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be aware of the harm they are doing to themselves by con-
tinuing to produce advertising that is false, misleading, 
and extravagant. The weakening of public belief in all 
advertising has been discussed at length! 
6. The American Medical Association and other medical 
societies must increase their drives on the "health" adver-
tisement. Publicity has been given to the decision of The 
American Medical Association to prohibit tobacco advertising 
in its official journal. But more information in the form 
of true results of medical testing and analyses of far-fetched 
manufacturers' cla ims are needed to eP~ighten the public. 
The trend seems to show that the medical societies are be-
coming more aggressive in this line of endeavor. 
7. The Post Office Department, with its power to 
determine what can be sent through the mail, can certainly 
take a more active part in fighting false cigarette ads. 
Actions of the Post Office Department in matters of mail reg-
ulation always receive adequate press covera ge and this would 
go a long way in helping to shape public opinion against tbe 
evils of poor advertising procedure. 
8. The process of complaint and administrative 
hearing by the Federal Trade Commission is slow and cumber-
some. By law, the F. T. C. is authorized to obtain court 
injunctions where ads promote the s ale of a drug that may 
cause serious injury to the public. The F. T. C. maintained 
that Chesterfield ads discussed the effect on the nose and 
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throat and that , therefore, they sh6uld be treated like drug 
ads. Liggett & Myers argued that tobacco is not a drug and 
the court agreed. Such a sequence is typical of Commi ssion 
action. Much time is lost and the abuse continues while 
appeals are constructed and the case is relegated to the 
bottom of the docket. 
It would require the services of a barrister of 
excellent reputation in his profession to satisfactorily 
state the writer's desired changes in F. T. C. powers of 
jurisdiction. It certainly seems imperative that the Com-
mission be given more power to enforce its decisions swiftly 
and effectively. The Bar Associations should take an 
interest in the problem and pr.e sent their views to the 
public. 
9. Self-regulation. We have enough legi slation 
at present but unless the manufacturers come to their senses , 
govermnental interference in the form of Congressional 
legislation seems inevitable for the future! 
The cigarette manufacturers must adopt and main-
tain a voluntary code of fair and truthful advertising. 
They mus t morally resolve to practice the Golden Rule--it 
is that simplel 
The issue is, to a great extent, centered around 
the medical and public health problem. The industry must 
cooperate with the health forces of the nation. Their re-
search must be directed toward improving filtration tech-
, 
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niques and removing carcinogenic substances contained in to-
bacco. 
The result of such procedure cannot help but be 
restrained, believable advertising and better products for 
the American public. 
E. Final Conclusion 
The history of the cigarette industry has been ear-
marked by periods of public rejection and mass acceptance. 
Many have claimed that the smoking habit helps people to per-
form more effectively in work and personal rela tionships, 
in addition to reducing the inner nervous tensions and 
strains resulting from man's exposure to the stresses and re-
sponsibilities imposed by society. Such reasoning certainly 
warrants consideration in any discussion of cigarettes and 
tobacco. 
With these thoughts in mind, the writer has attemp-
ted to join all pertinent and related information to present 
an accurate picture of the industry and its advertising 
standards. The expenditures for various media, sales, charts, 
tables, quotations, etc. have all served this purpose a long 
with the very important subject of medical facts and their 
relation to cigarettes. They all have a direct influence 
on the advertising practices in the cigarette industry. 
There is not the slightest doubt in the mind of 
the writer as to the veracity of the charges levied aga inst 
cigarette advertising. With testimonials and health claims 
, 
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bordering on the brink of absurdity, the entire flow of 
thought, words, and action has been unfair and misdirected. 
At least partial concurrence with this belief can be found 
by referring to the record of such organizations as the 
Federal Trade Commission, National Better Business Bureau, 
etc. 
The proper academic approach to a problem of this 
nature dictates that both sides of the controversy be pre-
sented with clarity and integrity. 
the best of the writer's ability. 
This has been done to 
If short-comings on the 
side of an adequate defense for the manufacturers are evi-
dent then the zeal for prosecution has unjustifiably over-
balanced the scales of justice. 
In considering the problem in the proper light, the 
reader should bear in mind the current advertising practices 
of the i ndustry . For this reason, the sample advertisements 
of Chapter IV should be carefully examined. Nothing re-
flects the true attitudes of the companies more than their 
messages to the consuming public. 
In closing, it should be mentioned that the reader 
will weigh the facts and reach a decision as to the guilt 
or i~nocence, be it absolute or partial, of the cigarette 
advertisers. The convictions of the writer are quite clear. 
The facts and statements contained herein do not have as 
their purpose the undermining of any company's public re-
l ations but, rather, they hope to serve as a guide for 
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improvement not only of the organizations involved but for 
the benefits that will accrue to the welfare of the vast 
American public. 
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